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... and nearly a million people 
live within that 'B * ring! 
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Can hi-fi music 
sell high finance? 
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Conventions 
hardly a 
tv washout 



Sponsors 
getting more 
exclusive 



Victuals top 
spender for 
night programing 



Tv station 
"crazyquilts" 
irk big sponsors 



No viewing event in recent years aroused so much curiosity and dis- 
cussion on Madison Avenue as statistical results of the 2 Presidential 
conven t ions. This curiosity had been whetted by New York newspaper 
reports implying tv audience percentage-wise was much below what it 
had been for the 1952 conventions. But the facts as they turned out 
via Trendex were these : Set s-in-us e for the combined conventions be- 
tween the hours of 9 p.m. and 11 p.m., New York time, came to 45%. 
For the week before convention s started, set use in same 15 cities 
covered by Trendex figured 43.5%. In only week surveyed by Trendex 
in July (1 to 7 July ) the tune-in was 5 9. 6. In terms of actual audi- 
ence size every half -hour rating on conventions was higher than top 
program rating reported for July; namely, "The $64,0D0 Challenge," 
with a rating of 23. The ratings and set use for the 1956 conven- 
tions, according to Trendex, was almost identical with the 1952 
coverage . 

-SR- 

Trend toward rising number of alternating or co-sponsorships of 
night ti me netvjork half-hour shows has apparently halted. Fall list 
of half -hour shows, as carried on pages 44-52, show appreciably more 
than prevailed th e y ear before, but number of alternate or co-sponsors 
are about the same. Last fall there were 32 half-hour shows with 
more than one sponsor. This year the tally is 33_^ CBS has 16 of 
them, NBC, 11 and ABC, 6. Likely reason for slowdown of alternate 
sponsorships: bigger money advertisers make sure the show is piped 
in the same lineup of markets each week, as against possibility alter 
nate sponsor will limit the show to far less market exposure. 

-SR- 

Food and beverage advertisers will dominate the s pending for night- 
time network programs this coming season. This forecast is based on 
data contained in SPONSOR'S study of 1956-57 season's show costs (see 
pages 44-52) . These figures have been processed by SPONSOR to show 
how the weekly expenditures rank by advertiser division. The food 
and beverage field comes first, with a total of about $830 million. 
Following in order of rank are : the drugs and cosmetic field, about 
$750 million; cigarette-tobaccos, about $620 million; automotives, 
around $600 million ; the soaps and cleansers, around $500 million. 

-SR- 

Media directors for some of the very top advertisers cite as the big- 
gest source of f rus t rat ion ; the "crazyquilt" of tv station lineups 
that prevail when they buy into ne t work particip a tion s or alternate 
sponsorships . From week to week or day to day the l ineups for a par- 
ticular program can differ by as m any as 50 stations. A nighttime 
case in point this fall is "Sir La nc elot . " P & G will carry "Lance- 
lot" on 147 stations, whereas Whitehall, the alternate sponsor, will 
use but 100 stations. Complain these media directors: the situation is 
still worse with regard to daytime network participations. Many sta- 
tions carry different parts of such shows on successive days. This 
"hodge-podge" coverage situation, one of these mediamen told SPONSOR, 
hur t s ratings over the long run. Another said it looked to him as 
though networks were "trading their lineups down to the lowest de- 
nominator," content to get bulk of profits from first 60-80 markets. 

( Sinmsar fO'jiorf.s <-OM(iiiii<>.v i>n(/<> III) 



SI'ONSOK 



3 M:i'TKMiii:i{ 1956 




Among the television markets foremost in 
the manufacture of primary metals, the 
Channel 8 Multi-City Market ranks elev- 
enth, based on production figures for 
America's top 100 counties (SALES 
MANAGEMENT 'Survey of Buying Power"— 
May 10, 1956) This is just one phase of the 
widely diversified industry which makes 
the WGAL-TV Channel 8 market a buying 
market for your product. 

STEINMAN STATION 
Clair McCollough, Pres. 

Representative 

the MEEKER company, inc. 

New York Los Angeles 

Chicago San Francisco 



CHANNEL 8 MULTI-CITY MARKET 




316,000 WATTS 
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ARTICLES 



Vc'l Ir shaw vasts /loiiil to S-'tOO-iiii/Zioii i/f«r 

Fewer spectaculars this year, but along with specials they'll tally $21 million; 
SPONSOR estimates $8 million in prizes from nighttime quiz lineup 



Uli <»!•<» €t€ivvrtisittfi men vat to meet 

Man can't live on food alone, say admen who rank tops among entertainment 
spenders; they're martini-wise, go where elite meet, know all the maitre d's 



10 wtttter hetnlfivhes mlmett vtitt salve iioic 

The second article of a two part series discusses solutions to such winter prob- 
lems as budget crises, net debuts, buying syndicated shows and time 



C'cfii lii-fi iiiif.vir sell hitfh fiiicfiice? 

Investor magazine uses classical music stations and five-cent words to gain 
public interest in the complicated world of financial investments 



llatv ta itvesettt a tv eanttttereial ta a elieitt 

Old fashioned storyboards remain agency's favorite form of commercial pre- 
sentation. Other methods Including mechanical types discussed 



IIFt' sitetttis Iftvulhi tit lettfl Iftetillfi 

Household Finance Corp. spends 55% of Its ad budget on local radio and tv. 
Advertising method stresses the neighborly nature of the personal loan 



He ffvasses S IJtOO »veelih} ait a .S/«.> tv cuf litnlffet 

Hampton, Virginia, man parlays a talent for making good salads Into a profitable 
business by expanding his market through local television advertising 

1// sitausaretl uettvarls tv shaw €'asts 

Complete dollar figures on costs relative to talent and production together 
with information on sponsor and agency In five pages of detailed charts 
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COMING 



What's next for tv. the SI htlltatt iiM*<f iiiiii? 

Lilfp a climber who has :caled Everest and now seeks new heights to conquer, 

this young and vital industry asks, "Where do we go from here? I / Si'flt. 



V<*f/r« liadia lit^t! 

SPONSOR S annual roundup on this specialized type of broadcasting will come ^ 

as a separate publication accompanying the regular Issue of this magazine I ' Sejit. 
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AGENCY AD LIBS 

49TH & MADISON 

MR. SPONSOR Alan C. Garratt 

NEW & RENEW 

NEWSMAKERS 

NEW TV STATIONS 

P.S. 

ROUND-UP 
SPONSOR ASKS 
SPONSOR BACKSTAGE 
SPONSOR SPEAKS 
TIMEBUYERS 
TV RESULTS 
FILM CHART 
FILM NOTES 
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You Can Cover 
MORE of ARKANSAS 

with 





LITTLE RO 




Tallest antenna in the Central South- 
1756' above average terrain! 



Basic CBS affiliation — Channel 11 
316,000 watts! 



Central South's finest and most com- 
plete television facilities — completely 
new building, four camera chains, two 
large studios, 20' revolving turn-table, 
fully-equipped kitchen, etc.! 

Ask your Branham man for the new 
KTHV coverage story! 



I 316,000 Watts Channel 

I Henry Clay, Executive Vice President 

B. G. Robertson, General Manager 

AFFILIATED WITH KTHS, LITTLE ROCK, AND KWKH, SHREVEPOR 





CASE HISTORY 
BEVERAGES 




When ll.iw.iiiii 



'UIkIi ILMlllL'd Its 



\9'>Ci Miiiiiiicr .Kh CI tisiiij; (iimpaigii 
lor its new Soiillic'i II California soft 
drink. "Iliila ffi<;lil>all," A! Atlu-non 
of Atliciion A(l\ crtisiiig \j>;cncy, Los 
\iiu;clc's. checked food hroker Waldo 
W oods of W aldon f'acilic C.oinpaiiN 
lor media refomniendalioii. Woods 
asked his nine held salesmen; they 
asked ihcii ke\ j^ro< ei \ a( counts. 



Result: The entire 
lisinjj; hiidget lor 



(onsiiiner ad\er- 
llnia llighhall 
went to saturation spots .se\eii days 
a week on radio I\I51(,. (o\eiiiig all 
eight Southern California counties 
Iroin Catalina. 

"We had nothing hnt waim regard 
lor KIU(. from p.ist e\pei ieiu es." 
sa\s l5roker Woods "\ow we lind 
that the gro<er\ tiade shares our 
feeling that lepetitioii on KI5I(; is 
the elfe<ti\e and elli<iciit wa\ to tell 
a lood ston to all Sontlierii Clali 
foriiia." 

four snpei iiiai ket diaiiis ,ind lilt\ 
one gi()(er\ piodiie! inaniila< tin ei s 
aie joining llnia llighb.ill in m. iking 
lood the Niiinhei I hiisiness categoi \ 
on klU(. . . the (.i.int I (Oiioiii) 
ra(kageol Soiiihei n ( aliloi iiia Radio, 

\n\ KI5I(, or Weed man will he glad 
to pio\ide more detailed lood for 
thought. 




/ 




L_y KBIG 

\ I Ihe Cololina Slalian 

1 10,000 Walls 

JOHN POOLE BROADCASTING CO. 

G540 8un*«( Blvd.. Lo* AngoU* ?a. California 

Not. Rep. WEED and Company 



TIIWIIiI31JYIiI?Satwork 




Evelyn 
/ones 

Donahue 
and Coe 

New York City 



^^he has l)peii plainiitig for a catiipaigti tailored to the 
fieecls of D & C aecoimt, Tri-.\iit Margaritie. She sug- 
gests ihat hiiyers doitig advatice platiniiig sliould try to 
(^slahlish franchises in markets which are suited to the 
|iro(hict iff (juestiofi. "Eveti if you have to divide esti- 
mated hudget between tlie top two staliotis. get into the 
tnarkets that will ])robably be hit and establish priority 
with thetn.'' says Ev. WHiefi you're selecting the statioti, 
three cotisideratiotis .should i)revail, viz. ratitigs, costs, 
available packages. At the fuoiucftt,"' she continues, 
"we're ]ilaufiing in this way for Tri-Nut Margaritie. Iti 
this case, we are also ainiitig for e(]uity in each tnarket." 



Richard B. 
Pickett 



Foo+e, Cone 
& Beldinq 

New York City 




Pickett feels thai itiforniation on tlu^ lislening habits of 
sjx'cial grou|)s would jirovc an aid to tiinebuyers. He 
-ays, "If stalions and iheir re])res(Mftalives did niore ag- 
gressive rcs(\irch |)artieularl\ creative research — it 
would he niU(^h easier for ad\ertising agtMicies to sell 
broadca-t media to iheir clicfii>. i'oday. this is es])ccially 
iiiic ol radio, which often ])lace> loo nnich (MU])lfasi> on 
ratings and co-i. and tiol enough on (|iialitati\ c values, 
i'or e\am]ilc. it would be most bcl]iful io Icarti more about 
tiic t\])e of audience reached b\ a particular station or 
]ir()graitt. Aided by this ty])e of information,"* he con- 
cludes, "the timelmver can better ser\e his accounts." 



r, 
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By an ever-increasing margin, WNAC-TV 
leads the Boston market. According to ARB 
and Telepulse this station has the lion's share 
of the audience in almost every time period 
— morning, afternoon and evening. This lead 

has increased steadily in report after report. Currently, WNAC-TV 
has more than 40% nnore viewers than its closest competitor. 

Whether the choice is 

CBS programming, 
* ABC shows, 

^ Local news. 

Syndicated film . . . 

Bosion ielevision jmiim c/ioose 



CHANNEL BOSTON 




NAC-TV 



NBC RADIO'S NE 

will sell h 



Onl> on NBC Radio will the lady find such variety 
of eiiteitaiiimoiit c\cr\' weekday afternoon. And 
onl\- on .\15C Radio can ad\ crtisers bin' one-minute 
participations in afternoon programs — e\en dra- 
matic show s — for less than $1,000 per minute. 

DRAMA . beginning at 3-.00 p.m. (r.nr) 
She'll hear VW'E STAR MATINEE, complete, live 
half-hour plays ba.setl on stories by her favorite 
authors of women's magazine fiction . . . with Broad- 
way star David Wayne as host-narrator. Ne.\t — three 
favorite day-dramas: HILLTOP HOUSE, PEPPER 
YOUNG'S FAMILY, and WO .MAN IN MY HOUSE. 
Then MARY MARGARET McBRIDE m her new 
(piarter-hour chats. 

MUSIC ... at 1:30 p.m. (edt) 
An hour of melody. FRED WAKING'S SONGFEST 
presents Fred as host, with choral groups and top 
name stars direct from the Waring Workshop. Then 
to CAFE LOUNGE at the Hotel Statler in New 
York for the live rhythms of one of America's lead- 
ing cocktail combos. 

INFORMATION ... at 5:30 p.m. (edt) 
Rounding out her afternoon, a stream of NEW 
IDEAS, reports from the BUSINESS WORLD, 
results on SPORT-O-RAMA, and Dr. George Gal- 
lup's OBSERX'ATIONS on public opinion trends. 

Here's variety to satisfy the housewife's afternoon 
moods . . . just as NBC BANDSTAND brightens her 
morning hours. It's an opportunity to spread your 
sales messages ihrounhout the day, for under $1,000 
per commercial minute. 

Let your NBC Radio Network representative show 
you ull the advantages. 

Exciting things are happening an 

liRADIO NETWORK 

a service of (fiQ^ 




FTERNOON LINE-UP 

V 



any mood 






IS 

1000 WATTS 
i}^ 970 KC 



POPULAR 
MUSIC 
24 HOURS 
AROUND THt 
CLOCK . . . 



BAKERSFIELD& KERN COUNTY 
CALIFORNIA 



1. Hub of California's 
petroleum industry 

2. Nationally ttt in cotton 
tt3 in agriculture. 



Of the 

WESTS 

RICHEST 
MARKETS 



Center of Nation's 
Supersonic Aircraft 
production. 

Desert Expansion: 
America's fastest 
growing frontier. 




TH£ 

Big 

Void Of 
Music 

FOR COMPLETE 
ANTELOPE VALLEY COVERAGE 

LANCASTER & ANTELOPE VALLEY 
CALIFORNIA 

^if^ Inquire of 
ADAM YOUNG, INCORPORATED 
obout this outstanding 
combination buy. 




by Bob Fureinan 

The sponsor's lot is not u lutppif one 

SoniPlime hack I put together a miniber of carefully .se- 
lected words oil the suhject of how dilficult it is to he an 
agency leknision entrej)reiieur. Therein I outlined some of 
the heartaches and headaches of >ho\\ huying and show main- 
tenance and made. I felt, a strong ease in hehalf of those of 
ti> who lahor tluisly. 

Ixecentl) it occurred to me that sym])athy should he ex- 
tended not only to the i)eople \\ith the t\ joh? such as mine, 
hilt also to another grouj). one which faces prohleins hoth 
similar and (lis>imilar hut ecpially honendons. Tin referring 
to that often hhisphemed >egment of the human race known 
as "sponsors." 

At the risk of sounding unctuous let me say that one lias 
merely to ste]) hack from the day to day scene to witness in 
fairly sound ])erspective what thi> hreed must go through. 
Sympathies are decidedly in order. 

For e\ain])le, let s start with the simplest and \ et certainK 
the ino>l important field for pitfalls and pratfalls that folk^ 
in the olFiecs of the advertisers must find their way through — 
the liazar(l()u> area of the coinmerciiil. 

It takes a man with the second >ighl of a >killed motion 
|)iclure producer, writer, cutter or director to read c\cn the 
-•ini])le>t and shortest of connnercial scri])ts and he ahle to 
\ isualize the smooth How of action that is intended. While 
filling in hetween the fames fin his mind, of cour.-e). he must 
>ee the advcM'tisIng values in what he is reading as well as 
aiialvze almo>l 1)\ ^ecoll(l nature the ineclianical ])rohlenis a> 
well as co>t>. Few if any ad\erti>ing folks were ahle to do 
lhi> six and sc\eu years ago. Todav iiiauv are. If neccssitv 
is the mother of invention, it i^ the father of the sponsor 
for sure. 

In addition to perfecting a skill in interpreting what i.s left 
out of a storyhoard and in understanding the im])licit while 
\ iewing the eN|)licit. the ad manager, hraiid man or whoc\er 
he is. inusl he ahle to see heyoiid the techni(]uc of the sketchy 
storv hoard and \ isiiali/e the finished |)ro(lucl. This is equally 
diiricnlt when the final film is intended as animation or li\e 
action. 

Our "(dicnl" man iiiiist know enough ahoul co>l of ])rodnc- 
liou and the time it takc'^ lo perform the varion> lahorator} 
il'lcase turn lo pnfic 72) 



lit 
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PITTSBURGH 




HARRISBURG ★ 



between PITTSBURGH 

and HARRISBURG 



Here's evidence— proving beyond any doubt— that you get 
over 75,000 more TV homes in central and western Pennsyl- 
vania by buying WFBG-TV in combination with Pittsburgh. 
No Other Station Combination In the Area Produces This Maximum 
Audience. Proof: ARB, March. 1956 Coverage Study. Call 
your H-R man today. 

THE ONLY BASIC CBS- TV STATION 
SERVING THE AREA 



WFBG-TV's Unduplicated WFBG-TVs and Station B's Pittsburgh's Primary Area 
Primary Area Duplicated Primary Area 




WFBG-TV 

AITOONA, PENNSYLVANIA 

Channel 10 

ABC-TV • NBC-TV 

Rgpraenled by H R Television, Inc. 




operated by; Radio and Television Div. / Triangle Publications, Inc / ASth & Market Sts . Ph i I ad e I p ti i a 39, Pa 
WFIL-AM'FM'TV,'^^''3'^^'P^'3. Pa / WNBF- AM-TV.Bingtiamton, N.Y / WH GB - A M Marrisburg, Pa. / W FBG - AM -T V Altoona. Pa 
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INWASHIiGTON 




iiii 

MADISON 




The MIDDLE of Washington State, a 
growing economy based on diversified 
agriculture* and metal industries. 

* The Apple Capital of the World, plus 
1,000,000 new acres of irrigated 
farm lands. 

' Alcoa, Keokuk Electro, and other metal 
industries have selected Wenatchee 
plant sites due to low-cost hydropower 
from the Columbia River dam system. 
More are coming! 



KPQ s 5000 W, 560 KC combination gets 
way out there, covering Central Washing- 
ton, parts of Oregon, Idaho, and Canada. 
We know because of our regular mail 
from those areas. Then too, we have no 
TV station here, we're separated from 
Seattle by the high Cascade mountains, 
and we're many miles from Spokane. 
YOU CAN'T COVER WASHINGTON 
WITHOUT GETTING IN THE MIDDLE, AND 
THAT'S KPQ - - Wenatchee, Wash. 



The AA STATION 



That's AUDIENCE APPEAL; 
We program to our audi- 
ence, with SELECTED top 
network programs plus lo- 
cal color . . . music, news, 
farm shows, sports — the 
things people call about, 
write in for, and partici- 
pate in. 



GUARANTEE 

TO OUTPULL all other 
North Central 
Washington media 
TWO to ONE 



National Reps: Regional Reps.- 

FORJOE AND CO., INC. MOORE & LUND, SEAHLE 

One of the Big 6 Forjoe Represented Stations of Washington State 



SPONSOR invites letters to the editor. 
Address 40 E. 49 5;., A'ew York 17. 



CREDIT WHERE CREDITS DUE 

I lia\e been considcralilv flattered 
to note tliat I ha\e l)e<'n quoted on 
pa 



SIC 94 of \oiir 6 Aumi-t i^>ue. 



lIo\\e\er. 1 must hasten to disclaim 
any credit for the gem which is 
quoted. It is an e\eer])t from an e\- 
cfllent piece entitled ■'Imasiination." 
uhirh was distrihuted h\ ABC Radio 
last Christmastime. I quoted from it 
in a talk to the Alabama Broadcasters 
Association la>t April, and I suspect 
that is how it came to \our attention 
and A\as selected b\ \ ou. 

This is simply to set tlie record 
straight and to give credit where 
credit is due. 

John F. Meagiiek 

J ice president jor Radio 

\ARTB 

Jl asliirjgtoii, D. C. 

• I Ik' iiuoI*"^— ^ Iiirli Iia*- now mine Iioino to 

most rra<! ; **<>f an nn-.Tiis of ronnnnnicnliiin. 

none ran vsti-f> tin* innnl's «'\«' of man liki* 
ra<Ho." 



VIVA ED SULLIVAN 

Joe Csida's cohinm about ICd Sul- 
livan made all of us at K & K \erv 
pleased indeed. Especially coming 
during the week ICd wa- out of action 
because of his accident. 

For more than sc\en \ears. we have 
been sa\ ing loudK that this gentleman 
is the Cecil r.. DeMille of t\ : with a 
plus. We ha\e never met a hariler- 
working, more understanding i-har- 
acter in the business. The trade was 
last to see the (pialities in ."^ullivan 
which his audience found years ago. 

II \l. I) WIS 
] icr-prcsidcnl 
Kenyan it- Echhnrdl 
\ eir ) ork 



LOOK TO THE HILLS 

Thanks for the mighl\ kind words 
about KT1I\ contained in \our edi- 
torial in the 2.'^ .)ul\ issu<\ But ui\ 
heartfelt thanks for the ad\ i(;c to the 
{I'Icasc turn to pnp:e 
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For 



Today. . . and Tomorroy^ 



The Magnificent New Home 



of Detroit's Storer Stations 



WJBK 



RADIO 



WJBK-TV 



1500 KC 

10,000 WATTS DAY, 1,000 WATTS NIGHT 




9 



Detroit's most complete record library 
serves radio music lovers. 





CHANNEL 2 

CBS 





A curving staircase leads from the wood panelled 
lobby and reception room. 



Traditional furniture 
is used throughout, 
as in this oftice of 
the radio managing 
director. 



Only half of the huge tolfvision Studio A 75 x 52 foot) is needed 
for thf big "Ladies Day" audience. 



Rcpreicnicd by THE KATZ AGENCY, INC. 

STORER NATIONAL SALES OFFICE, 118 E, 57th, New York 22, MUrroy Hill 8-8630 





Neighbor of the Famous General Motors and Fisher Buildings in the Dynamic New Center Area 
7441 SECOND BLVD., DETROIT 2, MICH. • TRinity 3-7400 




WITHIN THESE DOORS, tomorrow's radio and television equipment at work today to make 
WJBK Radio and WJBK-TV even more powerful salesmen throughout the great South- 
eastern Michigan market. We're open ... for business ... in a big new building as handsome 
as the big new business we can build for you. Now, more than ever, these outstanding Storer 
stations are your best choice for sales results, with these marvelous facilities to serve our 
clients, viewers and listeners. Come visit us when you're in Detroit! 




Color TV is recessed into the wood panelled wall 
of the television managing director's office. 



To Be Greeted •icitli a 
City-ir'ide C elebration 

tember ISth's the day for the formal opening cere- 
lies! Open House for the public and attendance by 
I, state and national officials will make the new home 
VJBK, Radio and WJBK-TV the center of all eyes. 







1 




• 




m 
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Direction Control, announcers' booth and clients' viewing room, 

as seen from TV Studio A. 

Radio Studio A, one of three 

ultra-modern, fully equipped radio broadcast centers. 




NO OTHER DENVER RADIO 

STATION CAN MAKE 
i THESE STATEMENTS i 



49TH & MADISON 

{Continued from page 12) 



MORE GREATER-DENVER FAMILIES 
LISTEN TO KLZ-RADIO THAN TO ANY 
OTHER DENVER RADIO STATION 

Morning, Afternoon and Night 

HERE'S PROOF ; 

Statements substantiated by Denver's most complete and nationally recognized radio sur- 
vey. Pulse Inc. — based on 72,000 completed quarter-hour reports, June 1956. Full Morning 
6 AM— 12 Noon; Full Afternoon 12 Noon— 6 PM; Full Evening 6 PM — 12 Midnight. No 
selected segments. 




in average rating MORNING, 6.83; AFTERNOON, 
4.85; EVENING, 4.S5. KLZ's average evening rating is 
higher fhan any other station's average daytime rating. 



in PERSONALITY SHOWS ... 8 of KLZ's daily 
personality shov/s rate first in their time periods. 



in NEWS — WEATHER — SPORTS— MARKETS ... 19 
of these KLZ broadcasts rate first in their time periods. 

KLZ has highest ratings during 51 of 72 daily quarter- 
hours surveyed (plus 1 tie) . . . 2'/2 times more than 
all other radio stations combined! 



Sfafenienfs based on rafings (number of actual radio listeners per 100 homes). 

NO WONDER KLZ-RADIO HAS BEEN 
NATIONALLY ACCLAIMED FOR THE 

RE-BIRTH OF RADIO" 




" I 



Buy this audience — Sell this audience — Buy KLZ Radio 




For the full story, 
call your KATZ man 
or mfr loday. 

lEE FONDREN 
GentTo/ So/cj Mgr. 



560 kc 



■"Men in the Gra\ Flannel Suits ' to 
get out of llieir i\ory lowers and find 
out wlial s going on in the hinterland. • 
It is a message we ha\e heen tr\ing to 
])ut across for \ears, hut it will now 
ha\e the ring of authority. 

I?ILL Hi TT 

KTHV 

Little Rock. Arkansas 



COURSE FOR CANDIDATES 

^'our "How to sell a candidate. 
1956' series was puhlished just as we 
were formulating plans between our 
Education department and the local 
college T\ department for a ])olitical 
candidates tv school. 1 think the in- 
terest in political t\ in the coming 
election definileK calls for e\er\ sta- 
tion to try this kind of thing. 

L.\wki:nce H. Uogeks. \\ 
irSAZ-TI 

Huntington. U . I a. 



CBS for Ihc Rocky Mountain Area — Represented by the Kolz Agency 



PROBLEM IN AUSTRALIA 

W e ha\ e a prohleni concerning a big 
client in the proprietary medicine field 
in this couulr\ . 

In this market, he is one of the three 
brand leaders. There are also a 
number of Muall sellers of little indi- 
vidual importance. Our client is spend- 
ing about half as much as either of his 
two main competitors, and has been 
out-s])eut for se\en or eight \ears. \s 
far as we can ascertain, there has been 
little if an\ change in the share of the 
market di\ ided betw een the three 
leading brands in that period. 

We belie\e that the consisleutK 
greater weight of publicity behind our 
two competitors must e\entuallv react 
against our client — the strength of 
"habit" as a factor in brand preference 
prevents a quick change; but a < hange 
will occur in lime. 

Our approach to you is prompted b\ 
the hope that \ou can refer us to some 
case histories rellecting similar cir- 
cuiustaiices or help us with Nour 
opinion. . . 

K. C. D.\m:v 

Brings and James I'ty. Ltd. 
Melbourne. Australia 

V A III «i lie more r«*«-«*iil Sl*i) N SOU nrl irics 

similar lo i{rii<I«*r Dim «>> V arc: ''.^lav i-'ii«*lnr 

liad lli«> Sfil.OOO aiisHrr." *> Jniiiiar; l*>.'>ri; 
*'<'»it\*s qii:iii<I:ir\ ," 2 April I9.'>fi; •*>IiiiItoii 
I>iiil«i*<. t\ '••piTo* (III fi-lriMi;; f>|>«»l f «iiiii«I:il i<iti,** '2i\ 



sp(i\sou • .'^ si;i'ti:mi(i:i{ \^)r\G 






SOUTHERN 
lALIFORNIA 
LOOK 




It's drifts of filmy lace on It's $26.6 billions \vorth of It's inillions of lasting ini- 

the Empire bodice of this planes produced last year in p) essinns on biy-earning, 

cocktail sheath by Dorothy Metropolitan Los Angeles, big-spending Southern Cali- 

O'Hara of California. the U. S. aircraft capital. fornians by advertisers on 



KRCA4 



NBC TELEVISION IN LOS ANGELES ... SOLD BY ( NBC I SPOT SALES 





WANTED 



ARE YOU THE SALES MANAGER 
SPONSOR NEEDS IN THE SOUTH? 



Due Id <'\|)ansi<in lo a weekly 
(i|)('raii(iii. SI'ON.sOi; is looking for 
a luiiduoi kin<i Sales Manager in 
liie Soiilli and Soiiiliwcsi. with Al- 
Iniila a'- lieati(|iiarlers. This is a 
lo|i-iio|cii vales area and recjiiircs a 
lo|)-ii<i|( ii man wiio is looking for 
an e\ce|)lioiial o|)|iorl unity and is 
willing lo work for it. You'll be 
calling on key station exeriilivcs in 
1 1 "Uil' s. Tli<'re"s jilenly of |)res- 
ligc. sales advantages, and iiilen-sl- 
ing aclivily lo iliis assignment — 
|)leiily of travel, loo. if you're the 
man. voii'll have a |»r<iven sales 
record, some kiiowle(lg<> of station 
<>|)cralion. a ic|iiilalion for scjiiare 
dealing, and a (h'ej) down desire lo 
im|)r(>\c y<Mn hnaiieial |)osiiion. 
I'leasc rush full details. 

BOX 93. SPONSOR, 40 E. 49. 
NEW YORK 17 





mna 




by Joe Csida 

Coiivttlc'sveiit's-c'tfe vieiv of the ConveiitUm 

1 did not recilly anticipate that 1 would ever liavc to face 
a personal test of that ancient exhortation, "The ^how" nnist go 
on!" And it may he one of the sign? of advancing age. or 
])o>sihly a fundamental lack of andiilioii that, faced with the 
te>t. my response was "W'liy?"' and "W ho Says So? " I was 
not hothered at the time, and 1 don't even hlush to say 1 aiu 
un])ertitrhed now, hy my failure to go on witli the ^how 
under duress. 

The show I'm talking about, of course, is tliis column. As 
you may know. I missed the last one. Actually I could have 
written it. My deadline was a Friday, and it wasn't until tlie 
\W"diie.-day preceding diat the doctor, with .some urgency, 
checked me into the liospital. I hadn't heen feeling particu- 
larly fit for some several weeks, hut on the other hand I 
waMi't in any particular i)ain or agony cither. I had merely 
turned a rather deep sluide of yellow, which was for a little 
tiiue ohscured hy a luoderatc coat of tan I'd accuiuulatcd 
(hiring the summer. The white? of one's eyes rarely tan. 
however, so when mine did, it was plain that >oiiiethiiig seri- 
ous was amiss. 

X-ray> revealed that this wa? not infectious hepatitis, hut 
that the hilc which had found its way into my hloodstreani 
had done so hecause of an ohstructioii. Exactly what the oh- 
struction wa> wa.s indeterminable, but Mirgci y w as plaiiilv in 
or(hM-. All this tlicv discovered on WVchiesdav, and from 
then till Monday the) prepared me for the operation. Intra- 
venous feecb'ngs, hy]io injections, pills, conversation, exjjla- 
iiatioiis. 1 was so fascinated and frightened by all the.'se 
jireparations that when my ])cirtner, Ed Hiirloii. a>ked iiic 
whether I wa.- going to do the sponsor column. I sai(L "Xo, 
I (hin't thing so, Ed. I'd have a tough time coiiceiilratiiig." 

One more thing about Operation Ojicralioii and Fli never 
mention it again. But 1 do want lo lliatik the more tluiii threes 
huiKbed friends and acMpiaiiilanccs who sent notes, cards, 
books, (lower>. who called in via j)hone or came out for a 
visit. It'> hard lo Udl you how much iho.^e things hel]) at a 
nervous, unhappy time like that. 

in this convalc.sceiil period 1 guess V\c >cen more tele- 
vi.sioii than in any (xincciilrated lime in years, liicliidiiig, of 
(Please turn to pa^e To) 
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More proof of 

DOMINANCE! 

Now ARB joins PULSE 
in giving WXEX-TV: 

• More ^4 hours than any 
other Richmond area station 

• More top shows than any 
other Richmond area station 

ARB: July, 1956; PULSE: May-June, 1956 



Tom Tinsley, President NBC BASIC-CHANNEL 8 Irvin G. Abeloff, Vice Pres. 

National Representatives: Select Station Representatives in New York, Philadelphia, Baltimore, Washington. 

Forjoe & Co. in Chicago, Seattle, San Francisco, Los Angeles, Dallas, Atlanta. 
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"ask your Colonel 




THE SELLER'S HANDBOOK 

The names of grocery chains; tlie innnber of service stations; 
factory shifts; paythiys; the weather niontli-hy-niontli ; tlie kind 
of water: transportation: hotels; distance to the airports: major 
companies are just a few of the facts yon'll find in each of The 
Seller's Handbooks now completed for 24 markets represented 
hy I'GW Television Sales. Mncli of this data was included at 
the suggestion of advertisers and agency account executives . . . 
and we hope that they will find the Handbooks es[)eeially useful. 



asli your Colonel 




I*ETERs.GHimN Woodward, i 



Peters. G muffin. Woodward, 

Pioneer Station Representatives Since 1932 

NEW YORK CHICAGO DETROIT 

250 Park A venue 2 JO A'. Michigan A ve. Penobscot Bldg. 

YUkon 6-7900 Franklin 2-6373 Woodward 1-4255 

ATLANTA FT. WORTH HOLLYWOOD SAN FRANCISCO 

Glenn lildg. 406 W. Sevenlh St. 1750 ;V. I 'ine St. liiiss Building 

Murray 8-5667 l^dison 6-3349 Hollywood 9-1688 Suilcr 1-3798 




P.G.W. television has just prepared what is probably the 
most complete collection of market and station facts ever 
assembled at one time by a broadcast sales organization. 
Designed to help us better serve the people we sell, we 
hope that you will make full use of this information: 



KYW-TV 



■ lAIION KTW TV COVIIAOl 



PRESENTATION HOLDER 

To make his presentations complete and compact, your Colonel is now 
equipped to deliver availabilities, for each station, in a file-size folder on 
which is printed: the station coverage map; rale card; a concise market 
profile and highlights of the station's programming or personalities. 

A complete set of 24 would be a worthwhile addition to every buyer's file. 



as A; your Colonel i^C. 




"DAME TIME" TELEVISION 

lore light on the most discussed and least imderstood area 
I television advertising. PGW Television Sales' newest 
^-•esentatioa "Dames In The Daytime" is directed primarily 
' brokers, distributors, wholesalers and company reprc- 
ntatives in the markets we represent. But, anyone inter- 
ted iu selling the women who buy their wares will find 
lis boo i:let timely, easy to read, and highly informative. 



ask your Colonel 




I 



. . . Here are the stations 
and the markets we sell 



EAST-SOUTHEAST 



VHF CHANNEL PRIMARY 



WBZ-TV 


Boston 


4 


NBC 


WGR-TV 


Buffalo 


2 


ABC 


KYW-TV 


Cleveland 


3 


NBC 


WWJ-TV 


Detroit 


4 


NBC 


WPIX 


New York 


1 1 


IND 


KDKA-TV 


Pittsburgh 


2 


NBC 


WCSC-TV 


Charleston, S. C. 


5 


CBS 


WIS-TV 


Columbia, S. C. 


10 


NBC 


WSVA-TV 


Harrisonburg, Va. 


3 


CBS-NBC-ABC 


WDBJ-TV 


Roanoke 


7 


CBS 


WTVJ 


Miami 


4 


CBS 


DWEST-SOUTHWEST 






WHO-TV 


Des Moines 


1 O 


KID 
NoC 


WOC-TV 


Davenport 


6 


NBC 


WDSM-TV 


Duluth — Superior 


6 


NBC 


WDAY-TV 


Fargo 


6 


NBC-ABC 


WISC-TV 


Madison, Wis. 


3 


CBS 


WCCO-TV 


Minneapolis — St. Paul 


4 


CBS 


KMBC-TV 


Kansas City 


9 


ABC 


WBAP-TV 


Fort Worth — Dallas 


5 


ABC-NBC 


KFDM-TV 


Beaumont 


6 


CBS 


KRIS-TV 


Corpus Christ) 


6 


NBC 


KENS-TV 


San Antonio 


5 


CBS 


EST 








KBOI-TV 


Boise 


2 


CBS 


KBTV 


Denver 


9 


ABC 


KGMB-TV 


Honolulu 


9 


CBS 


KMAU— KHBC-TV 


Hawaii 






KRON-TV 


San Francisco 


4 


NBC 




For sample schedules of: daytiinc volume plans; 
froqueiicy II) schedules; women's participating programs; or a 
loeally-originated, locally-integrated, tested and proven program of 
your own . . . 



lo\v-l)udget hig 
programs; or 



ask your Colonel 




Petehs, Gmffin, Woodward, mc. 

Pioneer Station Representatives Since 1932 



NEW YORK 

250 Park A venue 
YUkon 6-7900 



CHICAGO 

230 N. Michigan A ve. 
Franklin 2-6373 



DETROIT 

Penobscot Bldg. 
Woodward 1-4255 



ATLANTA 

Glenn lihlg. 
Murray 8-5667 



FT. WORTH 

406 W. Seventh St. 
Fdison 6-3349 



HOLLYWOOD 

1750 N. Vine St. 
Hollywood 9-1688 



SAN FRANCISCO 

Riiss BuiUUng 
Sutter 1-3798 
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A an C. Garratt, ad mgr.. A.C.C. Div. American Tobacco Co. 



IWIR. SI'ONSOl? 



Alan Garrall: "iMlI^l rea<'h the people" 

"Too numy commercials the.^e (hiys have a tendency 
to 1)0 na m by-pa m by, says American Tobacco Co/s Alan 
Garratt, advertising manager of tlie A.C.C. Division (Pall 
Mall, Antonio y Cleopatra, l.a Corona and International 
Cigars). He recalls tlie trend-setting, exciting days of 
George W'^ashington Hill advertising philosophy. 

"But times have changed, 'i'oday's tv audience would 
bri.^tlc at an approach that Avas successful in radio more 
than a decade ago. The temper of air media audiences 
has changed, and >uccessful advertisers reflect an under- 
standing of this change in their eainpaigns." 

Garratt ha.s seen I^dl Mall advertising go through 
many stages, from overwhelming emphasis on use of spot 
radio to program sponsorship, in the 19 years that he's 
been with the company. Today, he administers, under 
Paul M. Halm, American Tobacco president, a nudti- 
million dollar budget (through SSCB). which is two- 
thirds in air media: 51 tv, 15'^f radio and 34^c in print. 

"We're thoroughly sold on air media," he told sponsor. 
"For almost two decades now, the lion's share of our total 
budget has gone into air media." 

This fall. Pall Mall will be particularly heavy in net- 
work tv sponsorship. In the past few weeks, Garrall 
{Please turn to page 76) 



NIGHT-TIME RADIO 
IN LANSING 
IS 

"ERIK-0" 




''HOUSE of MUSIC 



with Erik "0' 



8:30 p.m. -12:30 a.m. 
MONDAY THRU SATURDAY 



POPS, STANDARDS, 
JAZZ, NOVELTIES, R&B. 
R&R . . . REQUESTS, 
SPECIAL FEATURES, 
GIMMICKS AND CHATTER 



CALL: 




VENARD 
RINTOUL 
McCONNELL 
INC. 



5000 WATTS 



MUSIC 



NEWS 

IN 



SPORTS 



l^ansinf!, Mich igmi 



SPONSOR 
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How^s this for a 



welcome ? 




. . . just in time to hear Hooper say: 



WDGY 



is now first in the afternoon 



in Minneapolis -St* Paul with 27.4%* 

. . . and just GA'r shy of first in tlic iii()riiiii<i- {21. ^'f ) 
. . . and n close second (ill-ddti (27. (i"// ) 



NIELSEN'S coniius;' along- nicely, ^fi-. I>lair, willi a cleai' second s|)ot 
sliowiniz,' I'oi' \Vl)(iY.''* (XSl cV: total arc^a, too) 

PULSE I'cflects the u])sur<i-e with a biii' increase i'oi' tho 2nd sti-ai,n'lit 
Te])ort, with WlXJV tied for second all day.*** 

It's hapjicned last in M innea])olis-St. I*aid. and tlnn-c's more tjel to 
happen. I^ight months of Storz nmsic, news and ideas lia\'e li-iveii 
AVl)(fV the sound and the suru'c of succ(\<s. Listeners can hear it. 
Advertisers can I'eel it. In youi- planniui;' for Tall. i'enu'iid)er — the 
excitinu' 1)U\ is \\d)(!V — with .")(),()()() watts — and nearly perl'eci- 
circle daytime coverau'e. Talk to I'laii-, or \VI)(IV (lenei'al Manager. 
Steve Labunski. 



«* 



*Hooper, Monday-Saturday, 7 a.m. -12 noon, July-August, 1956 
"Nielsen, Sunday-Saturday, 6 a.m.-Midnlght, June, 1956 
Pulse, Monday-Friday, 6 a.m. -6 p.m., Ma/-June 1956 



THE STORZ STATIONS-Todd Sforz, President 

WDGY, Minneapolis-St. Paul WHB, Kansas City WQAM, M 

Represented by John Blair & Co. 



lami 



KOWH, Omaha WTIX, New Orleans 

Represented by Adam Young Inc. 



2 I 



si'ONsou • .si-:i'Tinn!KK 19.56 
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New on Television Networks 



SPONSOR 



fi Oil, NY 



■ Tobacco, NY. for Pall Mall 
tic Rcning, Phila 

ilcntinc, Newark 

J Shoe, St. Louis 

J & Williamson, Louisville 

rmeister, San Fran 



( ;sne Brewing, Pitts 

,an Kodak, Rochester 
'ff, St. Louis 

ff, 5t. Louis 

ff, St. Louis 

-oods, Chi, Perkins Prod 

:l Brewing, Detroit 
{ Toy, NY 

• t Brand Foods, Little Falls, NY 
t laco, Kenilworth, N) 

>, Phila 
( Cinn 

[ ;r Oats, Chi 

t Paper, Chester, Pa 

\ Oil, Ind, Chi 

'l Oil, Ind, Chi 

i, Chi 

i Chi 



AGENCY 

.). Katz, NY 

SSCB, NY 
Ayer, Phila 

Esty, NY 

Burnett, Chi 
Bates, NY 
BBDO, San Fran 

Vic Maitland, Pitts 

)WT, NY 
DFS, NY 

DFS, NY 

DFS, NY 

FCB, Chi 



Camp-Ewald, Detroit 

Grey. NY 
SSCB, NY 
DCSS, NY 
Hutchins, NY 
Y&R, NY 
Lynn Baker, Chi 
)WT, NY 
D Arcy, Chi 

D'Arcy, Chi 

Mc-E, Chi 
North, Chi 



STATIONS 

CBS 27 

ABC 
CBS 15 

CBS 17 

CBS 56 
CBS B3 
CBS 2 

CBS 4 

ABC 
CBS 15 

CBS 58 

CBS 15 

NBC 

CBS 6 

CBS 10 
CBS 26 
NBC 57 
ABC 
NBC 87 
CBS 111 
CBS B7 
CB5 32 

CBS 12 

CBS 101 
CBS 80 



Renewed on Television Networks 



SPONSOR 



AGENCY 



STATIONS 



Chicle, Long Island City 
Home Prod, NY 
Vlills, Mnnpis 
johnson & Sons, Racine 


Bates, NY 
Y&R, NY 
BBDO, NY 
FCB, Chi 


ABC 
CBS 69 
CBS 87 
CBS 90 


!g. Battle Creek 


Burnett, Chi 


CBS 86 


Bros, NY 


BBDO, NY 


_CB5 93 


Bros, NY 
CO, NY 
lilk, St Louis 


)WT, NY 
K&E, NY 
Gardner, St Louis 


NBC 137 
ABC 

CBS 119 


Cinn 

-Wip, LA 

Farm Ins, Bloomington, III 


B&B, NY 
R&R, LA 
NLB, Chi 


NBC 141 
NBC 60 
NBC 98 


Chi 

I 


North, Chi 


CB5 B3 



PROGRAM, time, start, duration 

Redskins Pro Football; 5un aft; var times; 30 Sept 
13 wks 

Navy Log; W 8-.30-9 pm; 17 Oct; 56-57 season 
Giants Pro Football; 5un aft; var times; 30 Sept; 
12 wks 

Giants Pro Football; Sun aft; var times; 30 Sept, 
15 wks 

Capt Kangaroo; Sa 10:15-10:30 am; 25 Aug; 32 wks 
Bob Crosby; alt M 3:30-3:45 pm; 10 Sept; 52 wks 
Rams-49ers Pro Football; Sun aft; var times; 7 Oct; 
9 wks 

Pitts Steelers Pro Football; Sun aft; var times; 21 
Oct: 6 wks 

Ozzie & Harriet; W 9-9:30 pm; 3 Oct; 56-57 season 
Redskins Pro Football; Sun aft; var times; 30 Sept 
15 wks 

Cards-Bears Pro Football; 5un aft var times: 30 Sept 
15 wks 

Rams-49ers Pro Football; Sun aft; var times; 30 Sept 
15 wks 

Queen for a Day; alt Th 4:4:15 pm; 4 Oct to 21 

Mar '57; It Could Be You; alt Th 12.30-12:45 pm; 

4 Oct thru 21 Mar '57 
Detroit Lions Pro Football; Sun aft; var times; 30 

Sept; 11 wks 
Capt Kangaroo; M var 5-min segs; 10 Sept; 7 wks 
Capt Kangaroo; W&F var 5-min segs; 5 Sept; 39 wks 
Comedy Time; alt F 5-5:30; 9 Oct; 26 wks 
Miss America Pageant; Sat 10:30-12 mid; 8 Sept only 
People's Choice; alt Th 9-9:30 pm; 11 Oct; 52 wks 
Tournament of Roses; Tu 1 1 :45-1:45 pm: 1 )an only 
Godfrey Time; Tu 10:30-10:45 am; 14 Aug; 52 wks 
Cards-Bears Pro Football; Sun aft var times; 30 Sept; 

15 wks 

-Green Bay Packers Pro Football; Sun aft; var times; 

15 wks; 30 Sept 
Garry Moore; F 10-10:15 am; 27 July; 52 wks 
Bob Crosby; Th 3:30-3:45 pm ; 30 Aug; 52 wks 



PROGRAM, time, start, duration 

Ozark Jubilee; Th 10-10:30 pm; 4 Oct; 56-57 season 
Godfrey Time; Th 10.45-11 am; 30 Aug; 26 wks 
Garry Moore; F 10:45-11 am; 31 Aug; 52 wks 
Spotlight Playhouse-Red Skelton; alt Tue 9:30-10 pm; 

28 Aug; 52 wks 
_Art Linkletter; Tu & Th 2:30-2:45 pm; 2B Aug; 

52 wks 

Art Linkletter; M-W-F 2:30-2:45 pm; 27 Aug; 52 
wks 

Video Theatre; Th 10-11 pm; 23 Aug; 52 wks 
Rin Tin Tin; F 7:30-8 pm; 7 Sept; 56-57 season 
Spotlight Playhouse-Red Skelton; alt T 9:30-10 pm; 

21 Aug; 52 wks 
.This Is Your Life; W 10-10:30 pm; 26 Sept; 52 wks 
Queen for a Day; alt Th 4-4:15 pm; 2B Aug to 2 Feb 
Red Barber's Corner; Fri 10:45-11 pm approx; 7 Sept; 

52 wks 

Garry Moore; Th 10:15-10:30 am; 30 Aug; 52 wks 



WillLim R 
Br.izzil 3) 



Herbert B. 
Cahan 3' 




Lawrence B. 
Dunham, |r <4) 




Patrick J. 
Fay '4i 



Broadcast Industry Executives 



NAME 

I IS Bell 
km E. Bond 
"y Brasky 

m R. Brazzil 

Bremser 

rt B. Cahan 

Croninger 
Daniels 

ia M. Davidson 

I'ford Eager, Jr. 

i Fisher 
E. Flaherty 
I 'urman 

E' Cleeson 
« Gresham 
i \ Haskell 
I d Hearn 

Holmes 
li rt Klynn 
l it H. Korn 
I Kyle 

I I D. Marella 

tl L. Middlebrooks 

n Milford 

K Miller 

> L. Miller 

organ 

>(ahas 



FORMER AFFILIATION 



WSOC, Charlotte, NC, program director 

TCF TV, NY, exec 

Teacher, Redondo Beach, Cal 

NBC, NY, tv sales 

KFAB, Omaha, prog mgr 

WAAM-TV, Bait, prog mgr 

WTIX, New Orleans, prog director 

KROW, Oakland, Cal, sales 

KIDO AM-TV, Boise, pres 

Geo. P. Hollingberry, NY, acct exec 

Guild Film:, Cleve, branch mgr 

WNBF AM-TV, Binghamton, NY, director 

BBDO, LA, production super 

MBS, NY, sportscaster 

McCadden Corp, Hy, gen sales mgr 

KFAB, Omaha, pub service director 

WCAO, Bait, sales 

KTVX, Tulsa, nati sales mgr 

UPA, Burbank, exec prod mgr 

TPA, NY, acct exec 

)WT, NY, asst prod-director 

info not available 

KING, Seattle, eng director 

CBS TV, NY, assoc prog production mgr 

WINS, NY, sales 

Gallagher-Delisser, NY, natI adv rep 

KOWH, Omaha, sales 

KXYZ, Houston, exec vp-gen mgr 



NEW AFFILIATION 

WBT, Charlotte, NC, asst program mgr 
Animatic Prod, NY, vp-sales 
KGF), Hy, sales 

WTV), Miami, natI sales director 
5ame, gen mgr 
WBZ-TV, Boston, prog mgr 
WQAM, Miami, prog director 
KNXT & CTPN, Hy, acct exec 
Same, mgr 

Retry, NY, tv acct exec 

NTA. Chi, acct exec 

Same, asst prog director 

Desilu, LA, asst director comml div 

Same, sports director 

MGM-TV, Hy. west coast sales mgr 

Same, asst gen mgr 

WTOW, Towson, Md, sales mgr 

Retry, NY, tv acct exec 

Same, vp-prod tv commis 

WA8D, NY. sales director 

MGM-TV, NY, asst mgr tv operations 

WGR-TV, Buffalo, sales rep 

Same, also KGW, Portland, Ore, vp-eng director 

Same, prog production mgr 

Retry, NY, rad sales exec 

KYW, Cleve. natI sales coordinator 

Same, sales mgr 

Same, pres 



Al Fiegel (4) 




B-uce E. 
Flaherty (3) 
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3. Broadcast Industry Executives (continued) 



NAME 

Fred L. Nctterc 
loan Pcttingell 
Lcc Phillips 
Al Racco 
Rick Reighard 
William R. Rytting 
Wade St. Clair 
jack Sandler 
Mike Shapiro 
Warren Shuman 
Frank Steltenkamp 
Walt Svehia 
Dorothy M. Trantow 
Clifford Trotter 
Owen Fawcett Uridge 
Lawrence Van Dolen 
)oe Vaughn 
Walter E. Wagstaff 
Ray Wild 

E. Carlton Winckler 

Donn E. Winther 

L. I. "Duke" Zimmerman 



FORMER AFFILIATION 



NEW AFFILIATION 



Katz Agency. NY, tv sales 
A. Meyerhoff, Chi, tjmebuyer 
WITV, Miami, sales coordinator 
KRUX. Phoenix, sales mgr 
WCUE, Akron, anncr 

Burton, Brophy, Rytting, Salt Lake City, pres 

WBT, Charlotte, NC, asst program mgr 

KOWH, Omaha, sales mgr 

WFAA-TV, Dalls, comml mgr 

XEO & XEOR, Rio Grande Valley, mrchndsng 

WW) AM-TV, Detroit, sales 

WQAM, Miami, production 

WFNC AM-FM, Fayetteville, NC, traffic mgr 

-K)BS, San Fran, sales - 

WQAM, Miami, gen mgr 

Paul H. Raymer, NY, vp-rad sales mgr 

orchestra leader 

KIDO AM-TV, Boise, gen mgr 

MCA TV, NY, vp-southern div 

CBS TV, NY, prog production mgr 

WNBF AM-TV, Binghamton, NY, asst promo mgr 

WQAM, Miami, comml mgr - 



NBC Spot Sales, NY, tv sales 

Petry. Chi, tv promotion 

Same, nati sales mgr 

KLAC, LA, acct exec 

Same, production mgr 

KTVT, Salt Lake City, acct exec 

Same, radio sales 

WQAM, Miami, gen mgr 

KTVX, Tulsa & KATV, Little Rock, mgng director 

Natl Time Sales, NY, sales 

Same, sales development mgr 

WCKR. Miami, programing 

Same, asst continuity director 

KCBS, San Fran, sales cct exec 

WCKR, Miami, gen mgr 

WINZ, Miami, natI sales coordinator 

WABT, Birmingham, acct exec 

KCW-TV, Portland, Ore, stn mgr 

Same, field sales mgr 

Same, director production operations 

Same, promo mgr 

WCKR, Miami, sales mgr 



4. Advertising Agency Personnel Changes 



NAME 

Dale Berger 
Hendrik Booraem, )r. 
North Clarey 
Richard M. Day 
L. E. Dome 

Lawrence B. Dunham, Jr. 

H. ). Enright 

)ames M. Evinger 

Patrick ). Fay 

Al Fiegel 

|ohn L. Gardner 

Doris Gould 

losephine Gray 

Kirk D. Holland. |r. 

Edward C. Imbric 

Andrew Karing 

Lew King 

Harry Lawton 

Kenyon M. Lee 

Joyce Peters 

Georgia Stagner 

John E. Sullivan 

Hella Teig 

William H. Van Pelt, Jr. 
S. E. "Bud" Vehon 
Joe S. Watkins 



FORMER AFFILIATION 

KLON-TV, Lincoln, Nebr, acct exec 

C. J. LaRoche, NY, vp-tv dept . 

FCB. NY, acct exec 

KEYD-TV, Mnnpls, sales mgr 

Y&R, NY. mktng research 

Campbell-Mithun, Mnnpls, acct exec 
.Journal Pub, St. Jo, Mo, adv mgr 

Stand Reliance Ins, Lincoln, Nebr, adv mgr 

DuMont, NY, staff director 

Erwin, Wasey, Okia City, am-tv director 

Gen Baking, NY, dir adv-mrchndsng 
.Moselle & Eisen, NY, timebuyer 

info not available 

Torque Tools, Southgate, Cal, factory rep 

Joy Mfg, Pitts, adv dept 

Y&R, NY, acct exec . 

Lew King Adv, Phoenix, owner 

Pabco, San Fran, adv-sales promo mgr 

MacM-J&A, Miami, vp-branch mgr 

Emil Mogul, NY, estimator 

Paul Davis Co., OkIa City, adv dept 

Best Foods, NY, vp-adv cereals 

Emil Mogul, NY, estimator _ 

K, MacL & G, Pitts, acct exec 

Luckoff & Wayburn, Detroit, acct exec 

Gardner, St. Louis, creative-contact 



NEW AFFILIATION 

Ayers, Swanson, Lincoln, Nebr, acct exec 
Same, acct super 
DFS, NY, acct exec 

Lloyd W. Nelson Adv, Mnnpls, acct exec 

Fuller, Smith & Ross, NY, research assoc 

Compton, NY, mktng acct exec 

Ayres, Swanson, St. Jo, Mo, acct exec 

Ayres, Swanson, Lincoln, Nebr, copy-contact 

Wyatt & Bearden, Dallas, am-tv director 

Knox-Ackerman, OkIa City, vp-am-tv director 

K&E, NY, promo dept 

C. J. LaRoche, NY, timebuyer 

Zimmer, Keller, Calvert, Detroit, acct mgr 

Fulton, Morrissey, Chi, asst dir field mrchndsng 

K, MacL&G, Pitts, acct exec 

Grey, NY, acct exec 

Lew king, Vehon & Wolf. Phoenix, pres 
Hutchinson Adv, LA, acct super 
Kenyon M. Lee, Adv, Miami & Jacksonville, owner 
Same, timebuyer 

Knox-Ackerman, OkIa City, am-tv asst 
Compton, NY, asst acct exec 
Same, timebuyer 

W. S. Walker Adv, Pitts, acct exec 
Lew King, Vehon & Wolf. Phoenix vp 
Bonsib, Ft. Wayne, vp-creative director 



5. Station Changes (reps, network affiliation, power increases) 



KCNO, Alturas, Cal, has become an ABC affiliate 
KFXM, San Bernardino, Cal, has been sold to KFAY, Bakers- 
field, subject to FCC approval 
KGAK. Gallup, NM, has become an ABC affiliate 
KGMS. Sacramento, Cal, has appointed Forjoe as natI rep 
KMOD, Modesto, Cal, has appointed Headley-Reed as natI rep 
KBOX, Modesto. Cal, has appointed W. S. Grant natI rep 
KOVR-TV. Stockton, CI, has appointed Frank King as Cal rep 
KRDG, Redding, Cal, has begun opertions as a Mutual-Don 
Lee affiliate 

KTTV, LA, has named Hixson & Johgensen as adv agency 
KUTA, Salt Lake City, is now KLUB 
KVIP. Redding. Cal, began operation 1 Aug 
KWIZ, Santa Ana, Cal, has appointed W. S. Grant natI rep 
WAVY AM-TV, Portsmouth. Va. has appointed H-R Reps as 
natI rep 



WCDT, Winchester, Tenn, has become an ABC affiliate 
WCMB, Bdit, has become an CBS affiliate 
WDAM-TV, Hattiesburg, Miss, has sold 51% interest to 
WDSU Bcstng 

WFEA, Manchester, NH, has appointed Weed natI rep 
WGBI-TV. Scranton, has been bought by WCAU, Inc. 
WGMS AM-FM, Washington, DC, has been sold to RKO Tele- 
radio Pictures and has appointed Adam Young nati rep 
WHK. Cleve, has become an NBC affiliate 
WIOD, Mimi, is now WCKR and has become an NBC affiliate 
WKJG, Fort Wayne, has become an NBC affiliate 
WTAO, Boston, has appointed Richard O'Connell natI rep 
WWDC. Washington, DC, has become an independent severing 
net affiliation 



6. New FirmSy New Offices 

Association Films, San Fran, has opened new offices at 799 
Stevenson St 

G. M Basford Co, NY, has moved to the 19th floor at 60 
E 42nd St 

Bearden-Thompion-Frankel & Eastman, Scott, Atlanta, have 
merged and will have joint offices at 22 Eighth St, NE 

CBS Radio Spot Sales, Atlanta, has moved to 805 Peachtree 
St. NE 

Fred E Crawford, Jr, Adv, LA, has opened offices at 638 S 
Van Ness Av;.» 

Gould Smith Assoc, Bev Hills, has been reorganized as Could 
Assoc. 

Monroe Greenthal Co. NY. has moved to 595 Madison Ave 
Grey Adv. Hy has new offices at 1750 N Vine St — Hollywood 
4-7374 



(changes of address) 

Hullinger Prods, Washington, DC, is now Hullinger-Casselberry 
Prods 

Frank King & Co, LA, has offices at 3780 W 6th St 
Frank King & Co, San Fran, has offices at 1011 Hearst BIdg 
KSAN, San Fran, has moved to 1111 Market St 
Kenyon M. Lee Adv. Jacksonville, Fla, has offices at 1357 
W Beaver St 

Kenyon M. Lee Adv, Miami, has new offices at I5I7 Alfred 
I. DuPont BIdg 

Mumm, Mullay & Nichols, NY, has moved to 136 E 57th St 
Lew Pollack Prod, NY, new film company is located at 325 
W 44th St 

Rutledge & Lilienfeld, St Louis, has moved to 1000 Market St 
WJBK AM-TV, Detroit, has moved to 7441 Second Blvd 
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WHO Rodi. 

helps 114% Sales Increase 

for Skelly Oil 

in Metropolitan Des Moines! 




1 




WHO 

for Iowa PLUS! 



Des Moines . . . 50,000 Watts 

Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 



N Metropolitan Des Moines — as in ALL of 
"Iowa Plus"— WHO RADIO is the qucility 
station that people hear, trust, BELIEVP.. 

Your messages on WHO carry more weight 
because they are delivered by trusted voices 
and are backed by excellent programming 
sponsored by America's leading companies. 

Skelly's Mr. Loudon KNOWS what all this 
means to advertisers — and so do your Colonels 
at Peters, Griffin, Woodward. Ask them! 




SPONSOR 



Peters, Griffin, Woodward, Inc., Exclusive National Representatives 
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...NOT SEVENTEEN? 

YES...WBRE-TV does have 
a 17 County Coverage 



WBRE-TV'S . . . N BC Fall and Winter show schedule is the greatest TV buy 
in "Hill Country", USA. That's the 17 county area covered by Channel 28 . . . 
America's First Million Watt TV Station. With a projected audience potential 
of 2,000,000 busy people having an estimated buying power of $1,650,000- 
000 you cut down your advertising costs per capita when you lodge your 
message on the WBRE-TV log. 




BASIC BUY : National Representative : The Headley-Reed Co. 



Counties Covered: LUZERNE LACKAWANNA LYCOMING COLUMBIA 

SCHULYKILL NORTHUMBERLAND MONROE PIKE WAYNE 

WYOMING SULLIVAN SUSQUEHANNA BRADFORD UNION 
SNYDER MONTOUR CARBON 



Without question, the best engineer in the onimal kingdom, the 
Busy Beavei. with his ability to cut down trees ol more than 
17 inches in diameter, transport them up or down stream by a 
well troined stoH al ca workers, build communication lodges, and 
millions al acres al pasture londs, has an intelligence okin to 
WBRE TV s unique community service to the people ol "Hill 
Country", U.S.A. 



Km 

TV Channel 28 

WnJCES-BABBE, FA. 
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Y X: K's OE tv rt'cei\cr accoiml group finalizinsr plan* for (iebiit of "IJroken Vrrow." '1, to 
rl: Noriiiaii Glenn, tv pfini. super.: .^ln-rnian Iloyl. arrl. rxec; James \'i'att, Jr. acct. super. 



ietwork tv show 
costs point to I^OO-million par 

Less s|iccta(*iilars, liiit tlioy and ^^spocials*^ will tally iiiilli4»ii; 
SPOIVSOR ostiiiiates $S million in prizes fr4»ni ni^iittinio c|nizxes 

hy lien ISoder 



liile clipckiiig network .'show tosts 
for litis article si'OiNSOR asked a vet- 
eratt asieiicv tv-radio executive — his 
shop hills around $40,000,000 iti air 
tttedia a year — how, in his oj)iiiioii, 
the 1956-57 tv ttelwork season was 
shapiitg up. 

His cotitiiiettt : "It looks like a rec- 
ord year of higtiess in ever) respect 
hut one — bigtie^s iit new, fresh and 
e.\citiit<; prograitiinj; ideas. " 

Let's lake a raincherk on the valid- 
ity of his crack about ideas and see 
how his getieral anticipation of '"rec- 
ord bigness" relates to the results of 
a stud) j^l'ONSOK has beett conductiitg 
into the coitiitig season's prograitt pio 
turc. After processiitg, aitahziitg aitd 
projecting the accuntulated data, spon- 
sor submits these salient facts, figures 
aitd ohservatioits drawtt from them: 



1. Advertisers will he spending tiot 
far frotti $6,000,000 a week for pro- 
graitiittg ott the three itetworks I exclu- 
sive of titne I . 

2. Projected o\er the 1956-57 sea- 
son, this hill for laleitt and proditctioii 
aloite adds up to arouitd $300,000,000. 
With gross ttetwork tinte sales exj)ect- 
ed to exceed $500,000,000, the cotn- 
biited turitover for laletit aitd titne 
would accorditigl) give cotttttietcial 
tietwork television an $;!00,000,000 
\ear. 

3. The ttetwork schedules show 
fewer spectaculars tltatt the jiast sea- 
sott. But other special prograttts, with 
big taletit budgets, are ttiore thatt clos- 
ittg the gap. The j)rogratttittg bills 
for spectaculars attd such specials will 



Network tv show costs article continues • Please turn page ► 
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NETWORK TV SHOW COSTS (Cont.) 



These charts rep- 
resent statistical 
features derived 
from SPONSOR'S 
net show costs 



I 




■ih- 

if.' 
ifi- 



11 



rand Tofal $303,750.0« 

URCC: SPONSOR Mtim«teK. rorlm) t^wreAi m>«««ntH>r, "11156 to AWAIixt, 1951 J 



tiill\ iiroiind .s21.(l()().()()() for the \i';ir. 
The a\erage cost for the>e spe< > and 
sj)('( ial> i> lii<;li('r tlian ('\cr. 

\. (losts for praiticall) all t\ pes of 
rcfiularh routined projiranis (thret? or 
fonr tinie> a month I lia\e taken an- 
other liike. \nion<i the strai^rht en- 
tertainment >ho\\s. the highest jump is 
evident in hour-long dramatic fare. 
Stars are getting more mone\ , the 
j)rice of scri])ts ha\e heen appieciahK 



1 



The gi\ea\va) hinge is riding on 



increased and the unions' basic mini- 
nujms are up. 

all cylinders. There are far more of 
them on the nighttime schedule than 
prevailed last season, sponsor esti- 
mates the ilishursement of prizes 
among the network nighttime (piizzes 
could reach a total of $8,000,000 for 
the ensuing \ear. 

6. The balance of representation on 



network schedules is beginning lo 
suing in fa\or of the indejiendent 
packager. Ownership or control of the 
25 sponsored network ^hows which 
make their bow this fall breaks down 
this wa\ : 11 network-produced or con- 
trolled. 13 independently-owned pack- 
ages, and one agency -created. 

7. The trend toward dramatic-t\ jje 
fare, and this same fare on film, is as 
pronounced as e\er. Of the foregoing 



Cost oi spectaculars and "specials" tallies $20 million 



PROGRAM 


SINGLE PRICE 


*NO. SCHEDULED 


LENGTH 


TOTAL COST 


Produi.ers' Showcase 


S.S 20.000 


13 


90 min. 


$ 4,160,000 


Sat. \ight Spectacular 


2.50.000 


10 


90 min. 


2,500,000 


."^tar Jubilee 


240,000 


10 


90 min. 


2,400,000 


Hall of Fame 


200.000 


6 


90 nn"n. 


1,200,000 


V\ ide, V\ ide W orld 


195.000 


20 


90 min. 


3,900,000 


Hob Hope-Drnah Shore 


145.000 


20 


60 min. 


2,900,000 


""hower of .Stars 


MO.OOtj 


5 


CO min. 


700,000 


Ka\ Holgcr Show 


12.5.000 


14 


00 min. 


1,750,000 


Sei' It Now 


125.000 


10 


60-90 


1,250,000 


Grand Total 








$20,760,000 



•Kriini .S( |.lciiil>iii , I'jr.6 In AiiuljkI. I!).'i7 



.'.0 
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Highest-priced show (all types) 

Producer' <t Shnu rasr (\RC.) 

Chart at right contrasts high, low and average costs $320 000 



Lowest-priced weekly show 



Quiz prizes in '56-'57 could total $8 million 

MAXIMUM *TOTAL PRIZE 

PR12E MONEY 1956-57 

PROGRAM NET PER WINNER SEA50N 

Most Beautiful Girl NBC $250,000 $1,500,000 

Break the Bank ... _ NBC 250,000 1,500,000 

Twenty-one . NBC 150,000 1,250,000 

The Big Surprise NBC 100,000 750,000 

Do You Trust Your Wife? CBS 75.000 750,000 

High Finance CBS 75.000 600,000 

The $64,000 Question _.. CBS 64.000 500,000 

The $64,000 Challenge CBS 64.000 500,000 

Name That Tune CBS 25.000 300,000 

Treasure Hunt ABC 25,000 250,000 

Giant Step CBS 10.000 150,000 

Grand Total $8,050,000 

*SI'0N.S()1? estimated; based on Bl'.ownnce made in program's budget for prizes, 
plus tontingeiu-y fund 



Uncle Johnny Coons (NBC) 

$2,350 



Average price of 1-hr. drama 
$57,500 



Average price of y2-hr. drama 
$33,000 



25 new shows, 17 fall w ithin the drama 
category and they divide as follows: 
15 strictly film, one li\e, and one 
( Playhouse 90) a mixture of live and 
fdm. 

o. Among the trends predicted bv 
agenc) programing bu\ers are: (a) 
the eclipse of the half-hour film an- 
thology, (h) the freeze on adult West- 
erns and (c) more quiz giveaways and 
even bigger jackpots. 

9. Broadly speaking, the price of 
the half-hour film drama is up another 
$5,000 for the new network sea=on. 
t he exceptions are the show produced 
abroad. The average quote is $38,000 
net for first run. Last season the av- 
erage was $33,000 net first run and the 
)ear before, around $28,000. Tv film 
sales organizations attribute the latest 
rise to union increases all along the 



line and the cost of getting their in- 
vestments back. 

10. The list of new shows joining 
the networks represents a record num- 
ber for recent years, and from com- 
ment gathered in agenc)- circles there 
may be another substantial turnover 
of net programs in January. Not a 
few clients are leading toward a 
change. They're waiting to see what 
happens to the ratings in the fall. 

Here are some other items, angles 
and trade viewpoints that emerged 
from sponsor's inquiry into the 1956- 
5 1 look for netw ork j)rograming: 

W}i(tl\s iipiv, frpsh and rxriling? 

This study brought SI'O.XSOR into con- 
tact with o\'er a score of agenc\' execu- 
tives who can claim fairl) solid pro- 
( Please turn to page 95) 



For all sponsored net fv show costs, please turn to page 44 
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Av. price y2-hr. situation comedy 
$36,000 



Av. price weekly y2-hr. quiz show 
$28,000 



Av. weekly price daytime serials 
$11,500 





>i<l;il<- < liciil-:if;ciic\ Iiiik'Ik-^ lake place in >iicli hotels a~ 

llii- \iiilpa~~aclcir. I'laza. Waldcuf. \nlii-i[jaliii^ limch owv liadilion- 
:il iiiai liiiis al)i)\e at ihe Park LaiicV I'apc^ti) Houm are (1. to i. ) 



HI>I)0"> \ii-tin '^canncll. prodiici pulilicilx manager: Richard Reed, 
cxcculivc Miriiary of the Maine >ardine lndii~lr\ (client); .Mr>. 
\anc\ Dehl). a,''( : Richard L)et\vih-r. BRDO m^r. of corporate p.r. 




|-:i\<>rit< hiih \\ pl.icc for aihiicn. CilniorcV attracts drove* of filani- 
oi.iM* i\. nimif theater pc-r-onalilies at iiifihl. \hove, son of owner, 
p licipiMilK ho~l- l\ ~ho\\ ch-hul parties, enjipx* hot snninier ihiv 



Nrxei- like ilii- jfier noon. Michjcl's I'uh [jack'- in aihncn and ~tars 




hv Ki elxn Kimrnd 



WHERE ADMIT 



jr^diiuMi s liiiifh luihils today are a> 
hieliK lilualizc'd as the >('\ual mores 
of aii\ self-re-|)('cliiie Soiilli Sea Is- 
land Irihe. 

This eonelii-ioii deri\es from a 
luoad surveN coiidiicletl In si'ONSoi? 
editors in the interest of providing the 
hjni'li izuide aihnen can use. Consei- 
entions researeli took cnlilors to such 
trihal nieelin" iironnds as Tools 
;^lmr's. 21. ^^tork Clnh. Louis \ Ar- 
niaiul s. ll even neicssitatcd sam])liujj: 
admeu s most lv])ieal lunelii's. 

I'rom this studv. sI'ONsok distilled 
the following e-senee: 

• Lnn<-h customs fall into a nimd)ei 
of categories. (!e|)endiug upon the ]3ar- 
licipants: (ll agencN lunch v\illi \ev\ 
^ ork clienl: l2i ageuev limch v\itli 
ont-of-tovMi client: ( .3 1 rc]) v\ ilh 1^5 



MAN CAN'T LIVE ON 



FOOD ALONE, SAY 



ADMEN WHO RAi\K TOPS 



AMONG ENTERTAI\ MENT 



SPENDERS; THEY'RE 



MARTINI-WISE, Ki\OlF 



MAITRE D'S BY NAME, CO 



WHERE THE ELITE DIJSE 



iT TO MEET 



million tiinebuyer; (4l re|) witli $200.- 
000 tiinebuyer; (5) noodling session 
of agencyiueii from same shop; (6) 
tete-a-tete between t\' producer from 
one shop with radio-tv director of 
agency to wbicb he wants to switch; 

(7) top radio-tv exec with ad manager 
pushing low-rated show's low cost-per: 

(8) same exec telling to|j network 
brass why a 10 Trendex is a good 
thing. . . . The condiinations are in- 
finite. 

• Admen tend to eat where drinks 
are big and women, few. (Notable ex- 
ception : Agencynian taking client to 
lunch may find it advisable to find 
locale replete with decorative femin- 
ity.) 

• When discussing lunch with meni- 

{ Please turn to page 97 I 



I I I I I I I I I I I I T T I I I I T T I I M I I I I I I I I I I I T : I T I T I T I I TTTT T TTTT^ 




ADMAN'S 
DIRECTORN' FOR EATIXG OUT 

Listed belo'-jc are so)ne of those 
iXezc York restanra}its -zv/nc/? are the »iore popular 
haunts of the advertising fraternity 



— • 


RESTAURANT a ADDRESS 


PHONE 


rrsTAURANT a address 


PHONE 




34TH-59TH EAST 








New Weston — Mad Ave & 50th 


PL 


3-4800 


--• 


Al Schacht— 102 E 52 


PL 


9 


-8570 


Old Brew House — 207 E 54 


EL 


5-8810 


— • 


Annette's — 928 2nd Av.. 


EL 


5 


8509 


Park Lane — 299 Park Av 


PL 


5-4100 




Beau Brummel — 65 E 54 


PL 


5 


-1792 


Pen & Pencil— 205 E 45 


MU 


2-8660 


— • 


Berkshire— 31 E 52 


PL 


3-5800 


Pierre's— 52 E 53 


EL 


5-4074 




Bird n' Glass— 13 E 47 


MU 


8 


-0778 


Plaza— 5th Av & 59 


PL 


9-3000 




Black Angus — 148 E 50 


PL 


9 


-7454 


Press Bo< — 139 E 45 


EL 


5-8297 




Brussels — 115 E 54 


PL 


8-0457 


Ratta27i— 9 E 48 














PL 


3-5852 




Cafe Nino— 10 E 52 


PL. 


1 


-0845 


Roosevelt — Madison at 4! 














MU 


6-9200 




Chambord— 803 3rd Av. (49) 


EL 


5 


7180 


Sacher — 303 Madison Av (4!) 














MU 


7-3720 




Chandler's — 49 E 49 


PL 


1 


I960 


Stork — 3 E 53 














PL 


3-1940 




Chapeau Rouge — 14 E 52 


MU 


8 


-3023 


Swiss Pavilion — 38 E 50 














EL 


5-1075 




Cherio— 46 E 50 


MU 


8 


1 190 


Tomaldo's — 812 3rd Av 






— 








EL 


5-8368 


•-• 


Christ Cella— 144 E 45th 


OX 


7 


2479 


Town & Country — 284 Park (49) 






— 






PL 


1-0230 




Daniel's— 53 E 54 


PL 


9 


5941 


Versailles — 151 E 50 














PL 


8-0310 




Danny's Hide- Away — 151 E 45 


PL 


9 


1277 


Waldorf— Park at 49 














EL 


5-3000 




Divan Parisien — 33 E 48 


EL 


5 


6726 


Wcylin — 40 E 54 














PL 


3-4908 




Drake — 440 Park (56) 


PL 


5 


0600 
















White Turkey— 12 E 49 


PL 


3-1 181 




Eden Roc— 148 E 48 


PL 


1 


3382 










Finland House — 39 E 50 


MU 


8 


0018 










Gaston — 48 E 49 


PL 


5 


4285 


34TH-59TH WEST 






- • 


Gilmore's — 123 E 54 


PL 


3 


7167 


Al & Dick's— 151 W 54 


PL 


7-0095 




Hutton's Ad Lib — 400 Mad. Av. 


PL 


5 


9812 


Billy Gwon's— 128 W 52 


CI 


7-4730 


- . 


Janssen's Hofbrau— 430 Lex 


LE 


2 


5661 


Blair House — 30 W 56 


JU 


6-1417 




Joe & Rosa — 745 3rd Avenue 


EL 


5 


8874 


Cafe Louis XIV— 15 W 49 


CI 


6-5800 




L'Aiglon— 13 E 55 


PL 


3 


7296 


Chalet Suisse — »5 W 52 


EL 


5-9554 




La Cave Henry IV— 20! E 52 


PL 


5 


6566 


English Grill — Rockefeller Plaza 


CI 


6-5800 




Laurent— 1 II E 56 


PL 


3 


2729 


Holland House Tavcrne — 10 Rockefeller 






Le Bistro— 814 3rd Av (50) 


EL 


5 


8766 


Plaza 


CI 


6-5800 




Le Chanteclair— 18 E 49 


PL 


5 


7731 


La Potlnlere — 60 W 55 


CI 


5-6764 




Le Cheval Blanc — 145 E 45 


EL 


5 


9352 


Maria's Gin Cin — 49 W 5! 


EL 


5-5785 


— • 


Le Marmiton— 41 E 49 


MU 


8 


1232 


Mercurio— 106 W 52 


JU 


6-2713 




Lfc Moal— 942 3rd Av (57). 


MU 


8 


8860 


Neptune's Corner — 1217 6th Av 


CO 


5-4430 


•-• 


Le Trianon — 56 E 56 


MU 


8 


0140 


P. J. Morlarty's — 6th Av 4 52 


CI 


5-9582 




Louis 4 Armand— 42 E 52 


PL 


3 


3348 


Patsy's— 236 W 56 


CI 


7-3491 




Louise — 225 E 58 


EL 


5 


8133 


Penthouse — 30 Central Park S. 


PL 


9-3561 


— 


Maud C>he2 Elle — 1071 2nd 


EL 


5 


5122 


Ronnie's Steak House— 115 W 52 


JU 


6-3380 




Michael's Pub — 3 E 48 


PL 


8 


2272 


Rose — 109 W 51 


CI 


7-9418 




MIramar — 10 E 46 


VA 


6 


1096 


Toots Shor's— 51 W 51 


PL 


3-9000 




Monsignore — 61 E 55 


EL 


5 


2070 


Twenty-One — 2! W 52 


EL 


5-6500 



•1 1 1 ! 1 1 I 1 1 1 1 I 1 1 ; 1 ! 1 1 I I 1 ! I I 1 I I 1 I I I 1 1 1 ! i 1 1 I 1 1 1 I 1 : 1 I M 1 ; 1 1 r 
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SECOND PART 



CONCLUDING A TWO-PART SERIES 



10 midwinter headaches 
yon can start to lick now 

Midsoasoii proliloiiis :iro liy-prodiiet »i' air media, but aiitieipatiii^' tlieiii. 

say iiitoi*vio\vi»<I adiiioii, can provoiit costly crises 



i W oir is the time for ndiiien to plan 
atrainst the inevitable piohleiiis in tv 
and radio that crop up once the jail 
},eason i.s in full sicin^. I'rotn a survey 
of ad managers, account execiitivef 
and tv-radio directors. t^PO^iSOK 
gleaned the 10 most troir hiesoine mid- 
winter headaches that can and often 
do plague admen. Bat contrary t^j 
seasons past, these admen feel thert 
are feiv snr prises left in air media 
emergencies. Experience has taught 
them icays to avoid, forestall or solvi 
these problems well in at/vance. 

In the first of this two-part seri>^s 
(20 August l'Jo6 issue). srciNsoH dis- 



cussed the following five major prob- 
lems: (1) the show's a flop, (2) 
shared sponsorship disagreements. 

(3) salesmen's enthusiasm slumps, 

(4) //((' commercials don't sell, (5) 
//((' star gets sick. 

Here are some solutions proposed 
by the experts to five other major mid- 
winter headaches (/uite lihely to occur: 



6. Will the hiidgrl slrelrh? To 

the e\j)erieiK('(l l\ a(lv("rti^(•|•, tlie proh- 
leiii of i)laiiiiing ahead for anticii)atefl 
cost rises is no lousier difficult. ^ ears 
of watcliiiiu t\' rosts increase lia\e 



siven both agencies and clients a pat- 
tern for estiniatiiig their annual ex- 
penditures more acciiratelv than in 
seasons ])ast. 

Hut, despite the hest jjlanning. bud- 
i.et eniergencies do occur and gen- 
erallv in midseason. Some of these 
croj) up because of changes in market- 
ing or media strategy and the\ are 
difficult to anticipate. 

Most midseason strains on air bud- 
gets, howexer, revohe around four 
!;asic factors: (1) nceri to add more 
stations: (2) increased station rates: 
(3) increased talent costs; and (4) 
t!ie need for greater ad expenditure. 



These are sample suggestions from admen on way 



1 

^^hi //if slum II 
lli>li ofli'r lilt) rtiliiins 

'^oliiliiiii : 

III lim^ -Iiin\'k 
III II- 111 fiillnw ;i 
■lrip|i;;ir ■-Iiovv Iii||p"iI 
1 .11 il li- III Iiiitli 
-limifi .'iiiil \Miik III 
'. I ,1-1- III \')'>') ')<i 



2 



Spniisnrs trho 
shore slinir disanroo 

Sniiitioii : 

W ork out afiiceiiiciil 
now lo cdvcr mar- 
kcN Id 1)c adili'il, 
piililicily, prccmpl^, 
iiiiiimiTcial liini;, 
liinv lo liypi) ^Iiow 



3 



Sale.siiit'it lo.sr 



riilliusiosiii iiild.si'osini 

Solution : 

\Ilo\v l)iiili£fl [or 
periodic niailinps. 
plan caiiipaiiin to 
valfMiieii and Iradi- 
krycd to iinporlaiil 
■ialrs vc;ivon alii'ad 



4 

Tin' roiii mrrriols 
foil to prinluro .sah'H 

Solution : 

Film suniricnl vari- 
ations of pre-lcslcd 
llieme so )oii xvon'l 
lire audiences. Al- 
so iniliide limely, 
seasonal I«isl 



ir /iff/ Imp 
n-licii o star prts t 

Solution : 

I ndersliidies for 
shows would br li 
eosllj, hilt yon can 
>id<" llieni for ih 
stars of your live 
coinnierciais 
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Good syndicated shows get choice time, top ratings 

Clieiils f;ei priiiK- lime for lop >liow-i: Ziv's llifihicay Patrol Dairies over KSB\^'-T\ , Salinas. Cal., ^viili its 9:00-9:30 p.m. slot. 

(I J , hoiiglil I)y Hallanline Hcer in 21' Eastern markels, cleared 8:00- (JUS T\' Film Sales' San Francisco Heat (r.) lopped all eoiiipetin" 

10:00 p.m. felois on SO^o of the stations, 7:00-11:00 I)m. on 92^. lime periods vvith a 15.9 on \\CK-1\, Buffalo, at 9:.*i0 j).ni. for r*&G, 

.MCA-T\'s Rosemary Clooney Show raked np a 2.'3.8 for Foremost (ieneral Electric, got 19.8 on KI'llO, Phoenix, 9:00-9:30 ii.ni. 



Top company ad managers, account 
men and radio-tv business managers 
generally agree that budget estimating 
has become a inoie or less automatic 
and mechanized process. JJut at the 
same time they stress the need for fore- 
thought, to forestall an uncomfortable 
strain on the budget that may keep the 
client from capitalizing full\ on his 
campaign. 

These are major cheek points for 
both agenc) men and ad managers to 
review now, while the possibility of 
some financial juggling still exists. 
I • Cost of adding markets — There is 
no set formula for anticipating such 



a eontingenc) budget with complete 
accuracy. But here are sotne wa)s that 
agencies work out an estimate. 

When a client prepares to go on net- 
work tv. the agency works out not onlj 
a list of ])riniary markets which the 
client expects to buy. but also a second 
priority list of markets the client may 
!)e interested in if the) open up, or if 
an added push seems indicated there 
by his sales pattern. Agenc) time- 
buyers then estimate the cost of adding 
these markets to the lim'up. On the 
basis of these estimates, the ad man- 
ager can make budget pro\ isions. Of 
course, it s still somew hat arbitrary at 



this point as to the number of addition- 
al markets from this swonclary list he 
should actually provide for. Since 
basic t\' networks ha\e grown u\pr the 
past few years, the additional time cost 
allowance most companies are ]jro\ id- 
ing this year, is rarely over lO^/c of 
the original time costs. 

• Increased station rales — A budget 
allowance for this coiitingenc) can be 
estimated most accurately this year, 
but it's a job that takes considerable 
time. As a rule, there's a six-months 
jieriod of warning before a staticm 
hikes its rates. Therefore, the agencv's 
[Please I urn lo page aO) 



^int full-blown crises when midseason problems occur 



Rising cosls 
.bu<lgel stretch 



7 



How <!<} you get 
oil iietn-ork in January? 



o 

^^^^llow you upiirnde 
spot schedule iiiidscasoii 



9 

^^^^ \ oil luirp to Inn 
Jniiuary spot cam pninii 



10 

for syiidicnted shoic 



Shoppiiif. 



Solution : 



Solii tioii : 



Solution : 



Solii tioii : 



e inar- 

;tions and 
I eases be- 
v's on air. 
>|'ncies today 
il07e 



Shop early for a 
good properly and he- 
gin now to sell the 
nets on it, also 
keep eyes peeled 
for likelv time 



Timebiiyer should 
watch for cancellations, 
keep rep and station 
informed of sales 
results so they won't 
forget the campaign 



Finalize plans now. 
hut don't be too rigid 
about starting 
date, or tiuiebuyer 
can't grab good slots 
as they open up 



Buy good property 
from reputable 
source and get 
syndicator's help 
in placing it in 
voiir tough markets 



SPO.NSOK • 



3 SEPTEMBER 19.56 



35 



Oaii hi-fi ninsic sell high finance ? 

Envc'sior iiia$>'aziiio uses classical iiiiissc radio slafioiis ami fivo-cciif words 
to ^'aiii iiiibiic interest in the world of lii^ii finance and i!s $2 words 



/41m iiK ^e^^sin<^ mimhcr of foiisumer 
iiuijiaziiies lia\e luriied to radio in re- 
cent \ears to Inpo tlieir siihscriplion 
^ales. None of llieni. however, has 
aimed at such a specific and narrow 
a radio andience as (h)es Investor niag- 
;</ine. 

Concerned soh'K with editorial fea- 
tures which a|)peal to the l)onafide 
stock hroker. or to the layman who 



jeereth fancies himself something of a 
financial wizard, the magazine is as 
liighl) specializefl as a consumer pub- 
lication can get. 

Despite this specialization, it huys 
a mass advertising medium — radio. 
But it l)U\s selectiveh. pin|)ointing its 
listening audience to the exact iiiea- 
surements of its most likel\ suliscrip- 
tlon prospects. These listeners are the 



sometimes well-heeled, middle-brow, 
quasi-intellectual professionals and 
white collar workers who tune to the 
nation s "'good music stations. 

Despite the high-l)row connotation 
f)f both a financial magazine and a 
classical iiuisie station, the radio cop\ 
and the magazine features abound in 
"five-cent" words. This is how Ka\- 
inond Trigger, partner in Dealers' Di- 



Morn'mg mail brings sacks of 




listener letters and dollars 



Kayinoiul Trigger. Inrcslor's 
niaiuigiiig editor, transerihes his 
(iwii radio coiiuiiereials. promotes 
laviiian's iiiiderslaiidiiig of finance 




VESTOR 



ro TIMELT INVESTina 



the Search for Oil 
j feitmcnt Club Incorporotcd 
' W Srocks 

« arin9« & Loon Associotions 




m 



Radio boosts monthly's circulation 
from 5,000 to 20,000 in 2-year period 

Monthly Investor is easy to read, easy to handle; ex- 
plains to the layman facts of financial world in easy-to- 
understand langnage. Three-month special subscription 
is offered for $1 on good music programs. Average 
weekly return on WQXK, New York, is 100, with peaks 
as high as 201 in winter months. Advertiser estimates 
20' /( of all such customers are converted into annual 
subscribers. Total circulation has gained 250'^ c in 
past 2 years. Radio gets credit for at least half 



I 




gest Publishing Co.. \ev. ^ ork. and 
managing editor of Investor magazine.^ 
describes his advertising-editorial ap- 
proach. 

His theor\ : The la\ man respond^ 
!o the fi\e-cent words in the radio copv 
and. after subscribing to the financial 
magazine, understands the five-cent 
words which describe obscure financial 
( oncepts. 

Some exain]iles of these obscure 
I'hrasings so cherished b\ the financial 
world: "an a\erage which subsumes 
considerable \ariation among \ears.'' 
"incremental demand for indirect fi- 
nancial assets."' "no feasible mixture of 
]irimar) securities.'' and "a partial re- 
jection of primar) securities." 

That's \vh) the initial radio apj^roach 
i> simple. Listeners are encouraged to 
buy the financial monthly, which is 
small I fi\ e and one-half 1)\ eight and 
one-half inches, with some 80 pages), 
easily handled and easil) read. 

Trigger performs a tripartite func- 
tion. As partner in a publishing com- 
pany which circulates \arious books, 
brochures and magazines, he deter- 
mines selling and advertising strategy. 



As managing editor of Investor, be 
knows the financial field and what the 
layman wants to learn about mone) .. 
stocks and bonds. And. as a former 
sliowman, he knows the facts of show- 
i)usiness when it comes to getting at- 
tention and kee]iing it. That s why 
Trigger handles radio commercials for 
his own magazine. Vnd that s wh\ he 
uses those five-cent words. 

Wh) do financial experts persist in 
using the "two-dollar"' words and in 
making the realm of Wall Street an un- 
known one to the general ]iublic? 
'Tvlost anahsts. " he feels, "b) prefer- 
ring the long to the short, the round- 
about to the direct, think the\"re im- 
])ressing people. The} "re lazy. It s 
far easier to be abstract than concrete. 
Safer, too! They're unsure of them- 
selves, and cover up the deficiency w ilh 
big words and obscure sentences. " 

The biggest grou]) of stockholders 
lodav is made u]> of persons with mod- 
erate incomes, as the pendulum swings 
from an era of big blue-chi]) buying 
to small, long-term investment purchas- 
ing. X^'^all Street's biggest potential to- 
day is the clerk in an appliance store 



who makes S5.500 a \ ear. This is the 
t\ |ie of person w ho needs to read 
Investor, sa\ s Trigger. 

Throu"h radio. Investor 'n^ rea<hin2 
him. 

For the past three \ears. Investor 
has been s]ionsoring quarter-hour 
shows on New York Cit\"j> classical 
Hiusic station. \\Q\1\. On the basi> 
of first-\ear results, the magazine add- 
ed two other markets la^t )ear. \nd 
this coinins fall season, after a >lack- 
oiT in ad\ertising during the summer 
months, it will go into 12 cities across 
the country . 

It s formula will be continue to be a 
■■good music" station, with coinmen- 
laries on finance b) Trigger. 

Trigger is well grounded in the facts 
of finance. 

Acti\e in and around Wall Street for 
more than 20 \ears. he worked with 
Standard & Poor from 1929 to PJ35. 
S&P is the largest investment counsel 
and statistical organization in the 
( tuntr) . and Trigger handled adver- 
tising and promotion to investment 
dealers and brokers. He's been with 
{Please turn to pas;e 92 I 
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SIX WAYS TO 



PRESENT A TV 



COMIViERCIAL 



Vnioiii; man\ of 
jncsciilitii; comiiK rcinls. 
lieic iiif six, found to 
lie |)arli( iil;ii 1\ \w\)- 
iiUii' aiiiouij a"nici('s 




CO.WENTIO?^AL 
STORYBOARD 



ACCORDION 
STORYBOARD 

Designed to keep the cli- 
ent s mind on one or 
])anel.s at a time lliis t\pp 
of prcsienlalion can he un- 
folded {()]■ ovciall perusal 
after being presented 



C,iand(ladd\ of them all is 
this simple \ersioii of th(^ 
>lor\ hoard laid out in the 
manner of a comic strip with, 
audio and video diicctioiis 
outlined under each frame 





FLIP 
CARDS 

\nothei method of 
a single fiame at a 
the flip card s\ <iem 
permits showing to 
groups because of l 
large -ized indi\ idu 



HOW TO PRESENT A TV 
COMMERCIAL TO YOUR CLIENT 



OM': SrilK Tlll\C ABOVT COMMERCIALS: THE SPOXSOR LIKES FIRST LOOK 



/r^> a means of conmiunicating an 
agencN s t\ commercial idea to a cli- 
ent, the >tor\b()ai(l leads other meth- 
od- b\ (pjite a maigin. Nevertheless, 
in spite of their popnlarit) , stor\ boards 
have their peculiar pioblems. To ic- 
V iev\ some of the means of making ju e- 
sentatioris and compare theii' i('sp(H"- 
tive advantages and disadvantages 
si'ONsoK has a>ked executives of some 
of the leading advertising agencies to 
>hatc their methods of pre-entalion 
and fles( ribe some of the solutions 
found for their storv board prohlems. 

W Itile some agciK ) people t(d(l 
si'oNsoK that thev woidd just as soon 
sec the storv hoard done awav with, it 
i'- far from likelv that thev will see 
their wishe;, realized. "Don't heliev(> 
ihem. savs otic ageitcv e\('<-. '"In spite 
of it>- imjx'rfectionv ;i pictorial j>resen- 



•)<> 
■ >i > 



tction is essential to a visual medium, 
and most clients 1 vc met would i"athei 
look at one picture than read a thou- 
sand words."' 

A inimhei' of agenev execs contacted 
in tlu^ infoiinal si'OASok survev le- 
ported that at one time or anothci' the 
variety of -itorv hoard presentations 
had utulergone .souk^ kind of rev iew al 
iheir shop. Henton & Howies, for ex- 
ample, recentl) woiked out a list of 
the method> it found most piacticahle 
for presentations. As explained hv 
B & B's copv chief. (»ordon \\ chbei'. 
"the agenev s intent was to include, 
those methods that would best create a 
visual impiession of the finished com- 
uieicial without making it necessai) 
for the agenev to go to the extreme of 
paving for a sample connnercial on 
spe<'ulation.'' 



Outlined below are some of the ma- 
jor types catalogued In SI'ONSOK. fol- 
hiwcd bv some of the more impoitant 
do s and don t s of making prc^scnta- 
tions to ^()ur clients. 

77;*' slttryhtKinl : ("onsisting of a 
(^ard-hoard mounting, the storv board, 
reseiubling a comic stiip. is the basic 
presentation method. It has also been 
the staiting point for a number of 
modifications. 

The giant staryhoard : Used foi' 
larger meetings is about four times the 
size of the standard board aiul mea- 
sures about 2-1 bv 36 inches. 

The drop-out: In oidcr to keep the 
( bent's attention on a single picture at 
a time stoiv hoards have been devised 
that can he shown picture h) jiicture. 

The drop-out is one of these meth- 
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NIMATIC 

^iiiiiialic is a trade name for 
film slri|) iiielliod of slidw- 
ig (•(jmmci'cials. el()|)e(l 
V Aiimiatic Inc.. it selleclixe 
1 creatiiij; limited anitiui- 
011 and low-cost jiilot films 





FINISHED 
FILM 

Making a finished film is 
acliialK bypassiiis; prcsen- 
lalioii |)rol)leni 1>\ phingiiig 
ill and makiiiH eoinmercial 
w illioiil auditioiiiiip it fii^l. 
Cliaiisres max l)oo>t c()st> 



CLOSED CIRCUIT 

(ireates iiii|iressioii of fin- 
ished film hut at less co>t ; 
also allows for immediate 
changes and kiiies. A good 
method hiil calls for expeii- 
si\e and faiiK elaborate 
telex isioii equipment 




ods. It is borrowed from tv itself 
where it is constantl) used in the pre- 
sentation of title cards, l^ach picture 
i'i enlarged to 11 x 14 or 16 x 20, 
rounded at the corners to resemble 
the face of a tv re<'eiver and mounted 
on a hea\ \ <'()ardboard. Then. a\ illi 
the entire batch of cards propped up 
on a table or desk to face the client 
group, each card is dropped on its 
face one after the other. Each drop- 
|)iiig card rexeals the one beliind it as 
the cojiy is read b) the |)reseiiler. 

The flip card : A slight variation on 
the dro|)-oul. It consists of a set of 
cards held together in the fashion of 
pages in a loose-leaf notebook which 
are hung over a stand and flipped one 
at a time. 

The accordion storyhoard : This one 
looks like a siring of picture postcards. 
The individual frames can he unfolded 
one at a lime or spread out in a row. 

Rendered sloryhoard : Occasionally 
a client will ask for a storyhoard done 
by a skilled artist who represents each 
j)icture with a finished drawing. Ren- 
dered slor\ boards are rarely called 
for. 

Within each form of the storyhoard 
there are a number of way^ that the 
illustrations can be presented. As with 
the actual choice of presenlalion, the 
decision as to what kind of illustration 
should be used, depends on the client's 



product and the form that the 
finislied comiiKMcial will take. Rough 
sketches are seen most often. But 
some agencicrs ha\ e made exlensix e use 
of the Polaroid Land Camera which 
enables art directors to take photos for 
jiarls of storvboards best represented 
by a literal interpretation. 

\\ here the finished commercial is to 
be animated or done with cartoon 
characters, the i)roblein of ilhislraling 
the stor\board is lessened because of 
similaril) of the cartoon drawings to 
the finished film. I'Zxplainiiig anima- 
tion on a slorxboard does, however, 
lake some skill in that the inoxement 
possible in cartoons often has little in 
common with that of liuinan beinss. 
Hence the presenter has to be able to 
describe in words the intricacies of the 
animation. 

If the presenter wisbes to ha\e each 
client follow his own scrij)!, a story- 
board is laid out so that it can be 
photostated on P> x 10 pages and bound 
in a notebook. Most presenters dis- 
like strongly the idea of giving the 
client his own script to follow" because 
i'. lends to destroy the e\en flow of the 
presenlalion. Instead of following the 
presenter, the client is templed to 
thumb through the pages of the com- 
mercial and jump ahead of the pre- 
sentation. 

If the agency feels that the story- 



board in ail) of the >t\le> dcsi ribed 
abo\e will he inadetpuile to get acro>s 
an idea to their client, there are a 
number of alteriialix es. .Ml are expcn- 
si\e compared to the < osl of sending 
an idea down to their own art dei)arl- 
ii.enl for treatment. 

Animatic projprtor : Starling with 
'"A ' for \iiiinatic, there is the slor\ - 
board on a film strip, \nipiatic is a 
trade name for a machine that looks 
like a lioiiie iiio\ ie projector and nses 
film sliowiiig one frame at a lime. 
Though at first this sounds like little 
more than another wa\ of showing 
shdes, the Animatic can create liniitcd- 
niolioii elTecls, build-ups, pop-oiis. dis- 
sobes. Walking and dancing niolions. 
for example, can be acliiexed quite 
simply. The speed of the moxemenl 
is controlled b\ the operator who trip?, 
the film traiis|iort mecliaiiisiii which 
moves the film ihrongli the projector. 

The AninuUic also ix-rmils a single 
frame to be held for closer study. 

In order to present a commercial 
\.ith Animatic it is necessary to photo- 
graph sketches, live action or a com- 
bination of both, along with lettering, 
on 16 mm film. There is one frame to 
an image. Sound can be added w ith a 
tape re<"order. A built in "beep " re- 
corded on the tape can be used to 
[I'lease turn to page 87) 
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HFd spends iorallf to I 




liKC Ad MiinatK-r-N .p. Mficd ('.. \\;i;i( k. I. t;iki- .n ti\f |)ait in 
(■(uiinicrcial piddiK lion and woik- cloMd) willi aiicni \ in scleclion 
of ni;irk('ts and media. Willi liini, from 1. Diirward Kirl)\. an- 
nonnrcr liandlinp (limed Iv annonnccminl* ; Cihiis Ford, Iv pm- 
dnccr at Nct'dliani. Loni>- & IJrorliy. Cliicapo: James C. ("loniino-. 
NL&Ii vp in cliarpc radio. 1\. IIFC liuys 3.)3 radio, 2i t\ station^ 
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Iloiiseliolfl I'liiaiiee Corp. spoiicis 
ill tlio iiiillioiis for local raiiio. tx 



/ wo niillioii poifeons a )ear borrow 
inoiic) from Household Finance Corp., 
and most of them, at one time or 
another, have been influenced hy llFC's 
radio and television advertising. 

This summer, HFC hit an all-time 
record high for outstanding loans in 
it? 78 years of operation. In July, 
Household Finance had $500 million 
in loans outstanding on its books. Busi- 
ness is hefty — and so is its advertising. 

Household Finance Corp., Chicago, 
has been a consistent radio advertiser 
for 31 \ears. It has used tele\'ision 
regularly since 1947. This year, SS't 
of its nmlti-million-doUar annual ad- 
\ertising budget is going to local radio 
and to local television. 

The money which is being spent for 
broadcast media goes to 353 radio sta- 
tions and 24 tv outlets. HFC also 
buys car cards and newspapers. 

Why is all Household Finance ad- 
vertising local? 

Because all borrowing is local, says 
Al Waack, \'ice president and ad\er- 
tising director. 

From HFC headquarters in Chi- 
cago's Palmolive Building, at the head 
of the city's Radio Row on upper 
Michigan Avenue, Waack directs a 
U. S. and Canadian advertising opera- 
tion. His work encompasses 784 
branch offices. 559 in the U.S. and 225 
in Canada, located in 529 cities in 35 
states and all 10 Canadian provinces. 

The keystone which is the founda- 
tion for all of HFC's "selling" and ad- 
\ertising is the local market. 

Cities and the people within them 
are different, explains Waack. Their 
incomes, their indebtedness, their tastes 
and their habits all vary. And HFC's 
radio and television buying patterns 
are as varied as the broadcast audience. 

Such facts and factors as these de- 
termine the character of the broadcast 
advertising of Household Finance: 



• In Pittsburgh, like mogt highly in- 
dustrialized cities, about one-third of 
the adult males are home in the day- 
time hours because they work on three 
shifts. This factor convinces I he local 
branch managers that the\ should use 
more daytime radio than is the case, 
say, in St. Louis. 

• In New York, w here there are more 
than 40 branch offices. Household Fi- 
nance recently opened a large office in 
the Bower). jNIany a New Yorker 
doesn't realize that the neighborhood 
has changed from an area of tenement 
houses to one of new, modern apart- 
ment buildings. Through market re- 
search, for example, HFC learned that 
more than 320.000 persons li\'e within 
a one-mile radius of the Bowery office. 

• Shopping habits are changing, too, 
and HFC is keeping pace. For ex- 
ample, there is the trend to shopping 
centers. Many an HFC branch opens 
at noon, remaining open during the 
nighttime hours when families visit a 
shopping center together. Waack s 
company has opened 50 offices in such 
centers in the past three and one-half 
years. "Merchandising patterns are 
changing," he notes, "and we expect 
shopping centers to get more and more 
business as time goes on." 

\\'aack credits his company's "lead- 
ership in the consumer finance field'' 
to one primary factor: "our knowledge 
of the markets in which we operate. ' 

How does HFC know its markets — 
529 cities? 

W^aack s door is always open to me- 
dia people who help keep him up to 
date on market information. Radio 
and television stations, particularly, 
are aggressive in providing local-level 
information on the market. Household 
Finance also has the usual research 
sources a\ailable for such information 
as retail sales in each area, and the 
composition of the population. 



But when it comes to more specifi* . 
more localized factual material about 
the character of each town and its 
p-eople, Household Finance relies upon 
a unique field organization. 

HFC has se\en distri( t a<l\ertising 
managers, and the) 're the ones who 
study each market tlioroughU in co- 
operation with the manager of each 
HFC branch office. Four years ago 
there were only two such district ad- 
\ertising managers, but because this 
local analysis was so important, the 
number has increased substantially. 

There are now ad managers for 
these districts: "Northeast, Southeast. 
Midwest. West. L'pjjer \orth Central. 
Eastern Canada and Western Canada. 
These men are on the road covering 
their territories most of the time, visit- 
ing branch managers and conferring 
with them about local ad\eitising prob- 
lems. The minimum number of visits 
to each of the 784 branch offices i^ 
two annually. 

Waack explains the duties of the 
district ad\ertising manager: 

"It is bis rcsponsibilit) on each 
visit to the local branch offiice cit\ to 
ic\iew the productivity of our adver- 
tising program, determine the conipar- 
i'live producti\ it\ of the media being 
used, analyze onr competition's efforts, 
fjisess an\ media changes which iiia\ 
have taken place, examine our spot an- 
nouncement and program schedule 
stud) the ratings, and attempt to im- 
prove, if possible, what we now are 
doing." 

This local effort offers many pluses, 
says Waack. 

"For one thing, it lets media get 
\ery well acijuainted with the client. 
Kiulio and tv people know the type of 
thing we need and want better after 
they"\e talked with our district ad 
men. When we all work closely to- 
(I'lease turn to pn^e 1021 
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Ill llainpldii. \a.. l.eti \\illiain> il), W \ Kl 1~\ a( count executive, 
and William J. W iKtcail, producer of Jac kV Home Myli- Salads, confer 



He grosses $1000 
weekly with a $105 

tv ad budget 

l]xc'liisivo use oH local tv liiiilcis sales 
l'4»i* this Virginia ,s:il;icl iiiaiiiii'aetiirei* 

l.illle Jack lloriKT pull- out a carlen of jack's Salail foi vicwci- 




illiam J, W elslcad uf Warwick. 
\ a,, fi)und that if he took his houie- 
iiiade salad aiound to managers of 
\ P SujJPiinarkels and "let them 
taste it" the\ stocked it. It was the 
way he buiU a pait-time vocation into 
a full-time husiness. 

At first \\ elstead eoncocted his sal- 
ads for the limited needs of his local 
grocer) store hut \shen they caught on 
friends suggested that he could sell 
them outside of his own iiighhorhood, 
IJefore he e\ er thought of going into 
television he learned to he j)roducer, 
salesman, distributor, and ad\ ertlser 
all rolled into one. After the A & P"s 
started stocking his salads, some small- 
er local chains followed and he found 
himself the owner of a small hut thriv- 
ing business, 

hi 19.54, business increased until he 
had to build his own processing plant 
and hire a stafT of women cooks. 

All this happened in spite of prices 
that were 10''/ higher than those of 
any other .salad product in the market. 
Without benefit of advertising. W^el- 
stead s sales climbed as word-of-niouth 
praise for his Home Style label spread 
through the Tidewater. Va.. area in 
which it was distributed. B\ Febru- 
ar\ of this \ear. Jack's Home St\lo 
Salads were being consumed at the 
rate of lo,000 packages a month. 

\ot until a W'VEC-TV. Hampton. 
Va.. salesman. Leo C. X^'illiains, ap- 
proached \\ elstead w ith the suggestion 
that he could further increase sales by 
selling over that station, did he con- 
sider advertising of any sort. Today. 
Welstead's sales are nearl) SlOfK) 
weekly on a SlOS t\ ad budget. 

To introduce Jack's Salads to woiii- 
eii of the Tidewater area, the /Hire 
Brewer White Sliou was selected as 
the ideal program. Though Miss \\ bile 
has since left \\ \ 1^C-T^^ during the 
time she was with the station she 
built up a sidistaiitial and lo\ al fol- 
lowing. Popular with women s <'lubs 
in the area her program catered to 
feininiiu' interests with mi accent on 
local personalities and news. 

The firsl t\ contract signed I)\ W el- 
stead was for fne onc-iiiiiiute partici- 
pations on the // ////(' Slioir e\ er\ week. 
The cost was .SOL.'iJ}, Sa\s Harold A. 
Braiier. Jr.. \.p. and director of sales 
for \\\'f:C-T\. "ll was the mutual 
feeling of \\ \ !•]("- TX 's accoiml execii- 
li\e, Leo C. W illiams, and the client 
I hat I his program reached a more in- 

{ /'lease turn to jxipe lOol 
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Louisville's 



BEST KNOWN FIGURE 





The WHAS-TV Channel 11 figure here promotes the film series 
"Crunch and Des" for Coca Cola and Lincoln Bank and Trust 
Company. He's a sensitive emcee on other slides, attracting viewers 
to Gateway Supermarkets' quiz show, "Sense and Nonsense". 

This versatile little fellow, despite costumes or high water, 
always is recognizable as a reminder to viewers that on Channel 
11 may be found the best in local and national spot shows. 

He should remind you that for selling results, individual 
and distinctive treatment, your advertising deserves the impact 
of programming of character. In Louisville, WHAS-TV 
programming PAYS OFF! 

Are you participating? 



VICTOR A. SHOLIS, Director 

NEIL CLINE, Sfafion Mgr. 
Represented Nafionally by Harrington, Righfer & Parsons 
Associated with The Courier-Journal and Louisville Times 




BASIC CBS-TV Network 
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Types of sponsored net weekly tv programs 



1956-57 1955-56 1954-55 



TYPE 


NO. 




NO. 




NO. 




Straight Drama 


29 


18.6 


32 


19.3 


26 


16.0 


Adventure 


24 


15.4 


17 


10.2 


9 


5.5 


Oil. V-UllJt:vI> 






1 7 


10.2 


30 


18.4 


^e^ial 


9 


3.7 


10 


6.0 


13 


8.0 


M\stery 


4 


2.6 


4 


2.4 


9 


5.5 


Total Drama 


Q 1 


^ 1 o 


ou 


1 

*tO. 1 


R7 
o / 


53 A 


Quiz 


22 


14.0 


24 


14.5 


22 


13.5 


Variety 




11.4 


19 


11.4 


11 


6.7 


Sport 


1 


4.5 


5 


3.0 


9 


5.5 


Juvenile 


6 


o <> 

o.o 


11 


6.6 


5 


3.1 


Mist-. 


6 


3.1! 


9 


5.4 


5 


3.1 


Music 


6 


3.8 


7 


4.3 


9 


5.5 


News 


5 


3.1 


4 


2.4 


5 


3.1 


Comedy 


3 


1.9 


3 


i.a 


7 


•4.3 


Documentary 


2 


1.2 


2 


1.2 


1 


0.6 


Interview 


1 


0.6 


2 


1.2 


2 


1.2 


Total 


157 


100 


166 


100 


163 


100 



COSTS OF ALL SPONSORED NETWORK TV SHOW 

Following eliart.'^ \\>\. ."Sponsored network television shows only. All 
coA figures refer to average weekly .show costs, including talent and 
production. C.o.-ts are gro>s (including IS'^f agency co^nnis^ion) 
Figures li>ted do not include conniiercial cost or time cliarge> 

^ See page 29 for full story • Charts continue on page 46 ^ 
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PROGRAM 


COST 


NET 


TYPE 


Ti M E 


SPONSORS. AGENCIES 


.Sl«»f<' l//<»ii Slunr 


!S(i:t.O(»0 (L) 


NBC 


Variety 


Sun 8-9 pm 


Brown & Williamson, Bates: Jergrn 
Polaroid, Doyle-Oane-Bernbach; N 
line. Best: 1 seg open after Dec 1 


/I iiKifciir Hour 


.s2:t.ooo (1.) 


ABC 


Variety 


Sun 7:30-8:30 pm 


Pharmaceuticals. Kletter 


Hf'fl Iturln'r's Cfn'iirr 


.S.'l.OOO (1.) 


NBC 


Sport 


Fri 10:45-11 pm 


State Farm Ins. NLB ■ 


Iti'ul Ihr €lnrh 


.SIK.OOO (1.) 


CBS 


Qui2 


Sat 7-7:30 pm 


Pharma-Craft, JWT ■ 


.IovIk itvtttttf 


.St;.-;. 000 (i ) 


CBS 


Comedy 


Alt Sun 7:30-8 pm 


Amcr Tobacco. BBDO H 


Itiif .S'lori; 


.s.'t:t.ooo (i.cVi ) 


NBC 


Drama 


Fri 9:30-10 pm' 


Amer Tobacco, SSCB: Revlon. LiB* 


It iff .S'i« r|»ri.v«» 


.S.'t.'t.OOO (1.) 


NBC 


Quli 


Tue 8-8:30 pm 


Purix, Weiss & Geller; Speidel, NC| 


Itohl .1 imrttvtf 


.S».000 ( 1 ) 


ABC 


Adventure 


Mon 7:30-8 pm 


Ralston Purina, Guild-Bascom-Bonfli 


Jim Itinr'n' 


.S:i2.000 (T) 


ABC 


Adventure 


Fri 8-8:30 pm 


American Chicle, Bates; Chescbrmigh' 
Mc-E 1 


ilrvitli Ihr S'J.IO.OOO ItniiL- 


.s:m.ooo (I.) 


NBC 


Qui2 


Tue 10:30-11 pm 


Benrus. L&N: Lanolln#Plus. Seeds 


Itruki'ii Amur 


.s:m.ooo (I ) 


ABC 


Adventure 


Tue 9-9i30 pm 


Gen Electric, Y&R H 


i III' Itritlln'rs 


.s:i<».ooo ( 1 ) 


CBS 


Sit Comedy 


Tue 8:30-9 pm 


PiG, Burnett: Shaefler. Seeds 1 




S'* 1.000 ( 1 ) 


CBS 


Advinture 


Sat 7:30-8 pm 


Sylvania, JWT B 


ftiirii.v tV Mini 


.s:i:i.ooo ( i ) 


CBS 


Sit Comedy 


Mon 8-8:30 pm 


Carnation, Wasey; B. F. Goodrich, 




' L*, F ) .V I'lliii 






.\<'lif<»r/>- ftrfHjrain vosis coiil iiiiK* on |>o</<' It 


1 1 
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The 

"WILD WEST SHOW" 

runs wild 



% 
% 



In April the program scheduled in the 5 to 6 P.M. spot on WHIO- 
TV drew only 7.3 against the opposition 33.8*. On April 30 we 
started programming western movies in this slot. 

^Nielsen (July) gives "Wild West Show" 14.8, 

the opposition 11.3 at a cost of 51c per 1000 

STARTINC OCTOBER 20 



GENE AUTRY 



ROY ROGERS 





Now. with a new all-star cast, the "WILD WEST SHOW 
goes really wild. With a heavy promotion schedule already planned, 

these two cowboy stars will blast off the fall campaign for this 
5-6 P.M. spot, zooming the ratings even higher. To corral prime time 
in this section see our head wrangler George P. Hollingbery. 



3 

% 
% 



.7< 



% 

% 



t 
% 

% 

% 
% 
% 
% 



CHANNEL 



7 



DAYTON, OHIO 



whio-tv 



One of America's 
great area stations 



r4, 

% 



S|iuiis(»rofl iii^iittiiiie 



network program costs— Coniimieil 

SPONSORS. AGENCIES 



PROGRAM 


COST 


N ET 


TYPE 


TIME 


f «i«'.s'«i r'.s Hour 


.N 1 1 1 .IMMI ( ■>) 

S38.000 (or 


NBC 


V 3r 1 ety 


c ')* n t (\ nm * 
odl H - 1 U |)ni 


r«ij>(. Gnllnul 


.s:t 1.000 (1 ) 


NBC 


Adventure 


Sun 5.30-6 pm 


C'«n-«i/«"«i«/«' ftf Sports 


.S.>0.000 


NBC 


Sport 


Fri 10 pm-conci 


f '<i '^U^'a^r^' 


S.'tT.OOO (1 ) 


ABC 


Drama 


Tue 9:30-10 pm 


Cirrh' 'f /i«'«i<r«' 


S 10.000 (1.) 


NBC 


Drama 


Alt Tue 9:30- 
10:30 pm 


{'imis Itoif 


.s:t 1 000 ( r > 


NBC 


Adventure 


Sun 7:30-8 pm 




.S.>.>.000 (1.) 


CBS 


Orama 


Thurs 8:30-9:30 pm 


Tim*' 


!S 10.000 (1.) 

for 2 


NBC 


Music 


Wed & Fri 7:30- 
7:45 pm 


I't'vrif Citwo 


$36,000 (or 1 3 


NBC 


Variety 


Set 8-9 pm 


Cvassronds 


S.'tl.OOO (F) 


ABC 


Drama 


Fri 8:30-9 pm 


\\ aUrr CnniUiti' 


s»..-;oo (i>Ai ) 


CBS 


News 


Sun 11-11:15 pm 


riisutlvr 


S.S.S JHHI ( I* ) 


CBS 


A d ve nture 


Fri 9-9:30 pm 


a> iwiw \ IlllllllfllflV/*^ 




CBS 


Sit Comedy 


Thurs 8-8:30 pm 




'i hr 


ABC 


News 


Mon-Fri 7:15-7:30 
pm 


ttvvi'uiln'r Itviili' 


.S2».000 (F) 


CBS 


Sit Comedy 


Mon 9:30-10 pm 


VIA fit l^lflflfl 


ST.'t (too ( V) 


ABC 


Misc. 


Wed 7:30-8:30 pm 






CBS 


Quiz 


Tue 10:30-1 1 pm 




ihihih 


N BC 


M ystery 


Thurs 8:30-9 pm 




'4 hr 


CBS 


News 


Mon-Fri 6:45-7 pm 
& 7:15-7:30 pm 




.sao.ooo (F) 


ABC 


Adventure 


Tue 8:30-9 pm 


Fofln'r Ixiiows Iti'st 


s:t».ooo (F) 


NBC 


Sit Comedy 


Wed 8:30-9 pm 


Firt'sulv Tln'otro 


.S27.00(» (F) 


NBC 


Drama 


Tue 9-9:30 pm 


F^^r^l Tln'atr^' 


S.'t 0.000 (F) 


ABC 


Drama 


Wed 9:30-10 pm 


T«Miii«'.s-.s«' Kriii«' For«/ 


.s:t:t.ooo (i.) 


NBC 


Variety 


Thurs 9:30-10 pm 


1:,". Th^'^ltl•o 


81.';. 000 (FA:F) 


CBS 


Orama 


Sun 9-9:30 pm 




sii.e.ooo (1.) 


CBS 


Quiz 


Wed 7:30-8 pm 


JarliU' r>/«'«i.s°«>ii 


.sio:i.r>oo (i.) 


CBS 


Variety 


S.it 8-9 pm 


/lr*/iiir (imii'rvti Tiiiu' 


s.'tn.ooo (I.) 


CBS 


Variety 


Wed 8-9 pm 


(itnlfrt'ii's 'f'«i/«'9i( .S<'«»n<.vt 


.S2]t.OOO (1.) 


CBS 


Variety 


Mon 8:30-9 pm 


(iinnlifrti r- \l V4HI f*/«i,i//i«>ii\«' 


.s.>:£.ooo 


NBC 


Drama 


Sun 9-10 pm' 


(ivi'fi 'I7i«'«{<r«' 


.s:t:t.ooo (F) 


CBS 


Adventure 


Fri 8:30-9 pm 


f»'nn\i."io/»«* 


.s:tJ(.ooo (F) 


CBS 


Adventure 


Sat 10-10:30 pm* 




i-i 1 1.000 ( F) 


CBS 


Sit Comedy 


Sat 9:30-10 pm' 


llifih r'tiKiiicc 


.s:n.ooo (F) 


CBS 


Quiz 


Sat 10:30-11 pm" 


l/ir«'«J If i(«-/i«-or/.- 


s:t 1.000 ( F) 


CBS 


Mystery 


Sun 9:30-10 pm 


ffir«iiii ff<Wi«/(i,i/ 


.S 12.000 ( F) 


NBC 


Advf nture 


Tue 8-8:30 pm 


fC<f/>iii lltnul 


.S2JS.000 (F) 


CBS 


Adv( nture 


Mon 7:30-8 pm 


1 lAtfi' Iaivij 


s:i:).ooo (F) 


CBS 


Sit Comedy 


Mon 9-9:30 pm 


I'fv fiat a Svm't 


S'i 1.000 (F) 


CBS 


Quiz 


Wed 9:30-10 pm 


K'«M.s'<'r lliiiiiiiiiiiji iltttir 


s.-;]t.(»oo (F) 


NBC 


Drama 


Alt Tuc 9:30-10:30 
pm 


Kr«ifl J r r Jic(i(i-<' 


s:; 1.000 ( F) 


NBC 


Drama 


Wed 9-10 pm 


l,«I.S-.S-|«' 


.s:( 1.000 (F) 


CBS 


Adventure 


Sun 7-7:30 pm 


ff 1 w »*( t 1 L F 1 


(Li F ) l.l\c ,V |-||iii 









Babo. OFS: Knomark. Emil Mogul: Qu^ 
Oats, NLB: one seg open 



Heinz. Maxon 

Gillette. Maxon 

OuPont. BBDO 

Armtrong Cork. BBOO 

Reynolds Aluminum. Clinton E. Frank > 
Buchanan * 

Chrysler, Mc-E 
Coca-Cola. Mc-E 

Gold Seal, Ccmnbell-M ithun : Kleenex FC 
Noxzema, SSCB: RCA. K&E; S»( 
Hutchinson, SSCB; Sunbeam, Perrin-P 

Chevrolet, Campbcll-Ewald 

Ph,irmaceuticals, Kletter 

Colgate, Esty: R. J. Reynolls, Esty 

Colgate, Esty: R. J. Reynolls, Esty 

Miles, G. Wade: Time-LKe, Y&R; 2 1. 
open 

Gon Foods, B&B 

Amer Oairy, Campbell-Mithun: Amer Mil 
BFSD also Geyer; Derby Foods, Mt.f 

Frigidaire, Kudncr; Liggett & Myers, D 

Liggett & Myers, Mc-E 

Amer Tobacco, SSCB: Whitehall. Batti 

Gen Mills, DFS; P&G, Compton 

Scott Paptr, JWT | 

P4.G Compton 

Ford, JWT 

Ferd, JWT 

Gen Electric, BBDO 

Gen Mills, BBDO 

Bulova, Mc-E: P. Lorillard. L&N 

Bristol Myers. Y&R: Kellogg. Bumil 
Pillsbury. Burnett; Toni. North 

LIpton. Y&R; Toni. North 

Alcoa. Fuller-Smith-Ro*s; Goodyear. Yin 

Gen Foods. Y&R 

Liggett & Myers. Mc-E 

P&G, Compton 

Chpmstrand, Doyle-Danc-BcrnbachI Mmu' 
Mc-E 

Bristol-Myers, Y&R 
Gen Foods. Y&R 
Johnson & Johnson. Y&R: Wildroot, BB' 
Gm Foods. Y&R; P&G, Grey 
R. J Reynolds, Esty 
Kil5cr, Y&R 
Kr,ilt. JWT 

Campbell Soup. BBDO 



Ifl 



\ «•<!«•«» !•/» ]>r«><;r<iiii «'«».s<.v «-«>ii(iiiii«' ]i«i</<' /fl^ 
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WHEN YOU BUY ATLANTA...BUY 



AND TAKE A BIGGER LICK AT THE MARKET! 



Atlanta is the hub of a 60-county market that is covered thor- 
oughly by WAGA-TV. Compared with other TV stations in 
Atlanta you reach over 17% more people with more than 
$300-million in spendable income. WAGA-TV gives you a 
bigger lick at this bigger market with its taller tower, full power, 
CBS-TV and highest ARB and Pulse ratings. 



TOP DOG . IN THE NATION'S 21st MARKET 




Represenfed Nationally by 
THE KATZ AGENCY, Inc. 




waoa-tv 




— CBS-TV in Atlanta 



STORER BROADCASTING COMPANY SALES OFFICES 



NEW YORK-118 E. 57lh St.-TOM MARKER, Vice President and National Sales Director • BOB WOOD, National Sales Manager 

CHICAGO-230 N Michigan Ave. • SAN FRANCISCO-1 1 1 Sutter St. 
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SpoiisoriMl iii^'littiiiie network pro^raiii i^osts— Continued 



PROGRAM 

of niit'll 

l.iin'-l |> 
Lone Itaiifirr 
Liix ^ ii/«M» I' heat re 
(Irniiclia >fni*.v 
>l n. s «| II «'rn«l«' Vuvftj 
^Ivi't tht' l'r«».v.v 
>f iff ioiKiii**' 
Halit >f oiil(/(iiii(>i'i/ I'rt'st'iits 
Tfo.vf IttuiiilU'nl fiirl hi World 
>#;/ I'ricinl rHrL» 
\niii«' That 'I'iiik' 
\(iff Itoiclhifi f7i(iiii|).s 
,Vni'}/ #>««/ 
\«'ir.v Cn I'd I'd II 

\n«i/r.v /lrf>' 

Of I .SlI.SdlllKI 

Oiiiiiifiii.s 

On Trial 
OznrL J ii hi h'O 
itzzic A llarrivt 
l*«'«I»f«' Arc Fiiiiiii/ 
l*«'«»iif «»".v (7i«i«*«' 
I'frsmi ta l*«'r.v«iii 
f*fn.i//i(iii.v(> .*>0 

f*fni//ioii.s-(> nf Sitir.s 
I'riratc St'frt'tarii 
Hill 'fill Till 
Itoi/ Hafit'rs 
~7ili Itciiffnl lAiiivvrs 
Sfit, I'rcsiuii 
IHntili Sliarc 
llcrli Shriller Shoiv 
I'hil Silrrrs 
Sir l.titict'hil 
SU unto C'/ioffciM/c 
Sf; IJHnt tfin'slitiii 
Itt'tl Slicltaii 
SttiiiU'ii 

Stinlio One 
l-.tl .Siiff ii-dii 
Y '(>f<>l>fioii<' 'f'iiiic 

Ifiis l.v 1 our IMc 

..I I F > I 

IJ! 



COST 

SU2.000 (I ) 
S.'M.OOO (I ) 
.S2 1.000 (I ) 

s i:{.ooo ( I.) 
s:tr>.ooo (i ) 

S22.000 (L) 

S7.r>oo (I.) 
.s:{2.ooo (I ) 

So 2. 000 (I.) 
SH2.000 (L) 
S:{ 7.000 (F) 

.S2:{.ooo (I.) 

.SI 2.000 

s:{2.ooo (I ) 

S!)..>00 (LAF) 

li hr 

s:{».ooo (F) 
s:{<;.ooo (F) 

S»0.000 (I.) 

$23,675 for U 

S:{8.000 (F) 
Sl».000 (L) 
•S.'Hi.OOO (F) 
S2 1.000 (F) 

.S:m.ooo ( F) 
s:{ 1.000 (I.) 

SI 17.000 (I.AF) 

$78,000 I hr: 
$39,000 '2 hr 

s:u;.ooo (F) 
s:u;.ooo (F) 

S:{2.000 (F) 
s:{2.000 (F) 
S 1 1.000 (F) 
SU2.000 (F) 
S22.000 (F) 
S 15.000 (F) 
S 12.000 (F) 
S2 1.000 ( F) 
s:{2.000 (L) 
S:(2.000 (F) 
S U{.000 (F<VF) 
S 1 1.000 ( L) 

S I.H.OOO (F) 
S(l<».000 (F) 

s:m.ooo (F) 

S.~>2.000 (F) 

iLAF) 1.1 !• \ I'lllji 



N ET 

NBC 

CBS 

ABC 

NBC 

NBC 

ABC 

NBC 

CBS 

NBC 

NBC 

CBS 

CBS 

NBC 

ABC 

NBC 



NBC 
ABC 
ABC 
NBC 
NBC 
CBS 
CBS 

CBS 
CBS 
ABC 
NBC 
NBC 
CBS 
NBC 
CBS 
CBS 
NBC 
CBS 
CBS 
CBS 
NBC 
CBS 
CBS 
CBS 
NBC 



TYPE 

Sit Comedy 

Mystery 

Adventure 

Drr.ma 

Quiz 

Quiz 

I nterview 
Drcma 
Drama 
Quiz 

Adventure 

Quiz 

Sport 

Drrma 

News 



NBC Drama 
CBS Sit Comedy 

ABC Music 



Drama 
Music 

Sit Comedy 
M isc 

Sit Comedy 

Interview 

Drama 

Drama 

Sit Comedy 

Adventure 

Adventure 

Adventure 

Adventure 

Music 

Variety 

Sit Comedy 

Adventure 

Quiz 

Quiz 

Comedy 

Sit Comedy 

Drama 

Variety 

Drama 

Documentary 



TIME 

Fri 8-830 pm 
FrI 10-10:30 pm 
Thurs 7:30-8 pm 
Thurs 10-11 pm 
Thurs 8-8:30 pm 
Sat 10-10:30 pm 
Sun 6-6:30 pm 
Wed 9-9:30 pm 
Mon 9-JO-IOJO pm 
Mon 9-9:30 pm» 
Fri 7:30-8 pm 
Tue 7:30-8 pm 
Sun 10:30-1! pm 
Wed 8:30-9 pm 
Mon-Fri 7:45-8 pm 

Tue 8:30-9 pm 
Sat 9-9:30 pm 
Sun 9-10:30 pm 

Fri 9-9:30 pm* 
Thurs 10-10:30 pm 
Wed 9-930 pm 
Sat 7:30-8 pm 
Thurs 9-9:30 pm 
Fri 10:30-11 pm 
Thurs 9:30-1 1 pm 

Fri 9:30-10 pm 
Alt Sun 7:30-8 pm 
Fri 7:30-8 pm 
Sun 6:30-7 pm 
Sun 7-7:30 pm 
Thurs 7:30-8 pm 
Thurs 7:30-7:45 pm 
Tue 9-9:30 pm 
Tue 8-8:30 pm 
Mon 8-8:30 pm' 
Sun 10-10:30 pm 
Tue 10-10:30 pm 
Tune 9:30-10 pm 
Mon 8:30-9 pm* 
Mon 10-11 pm 
Sun 8-9 pm 
Sun 6-6:30 pm 
Wed 10-10:30 pm 



SPONSORS. AGENCIES 
Gulf Dil. Y&R 
Brown & Williamson. Bates: P&G. Y& 
Gen Mills. DFS: I seg open 
Lever Bros. JWT 
DeSoto. BBDD 
Emerson Drug. L&N; Dlin Mathieson, Gn 
Johns Manville, JWT; Pan American, Jk 
Colgate. Bates 

S. C. Johnson. NLB: Schick. Warm 
Legler 

Revlon. LaRoche 
Colgate. L&N 
Lanolin Plus. Seeds: Whitehall. Bates 
Gen Cigar. Y&R 
Amer Tobacco. SSCB 



Miles. G. Wade: Natl Carbon. Esty: Sperri 
Rand. Y&R: Time-Life. Y&R 



Liggett & Myers. Mc-E 
Nestle. B. Houston 



Aluminum. JWT: Union Carbide. J l> 
Mathes; I seg open 



Campbell Soup. BBDO: Lever Bros. BED 
Amer Chicle, Bates: I seg open 
Eastman Kodak, JWT | 
R. J. Reynolds, Esty; Toni, North 
Borden, Y&R; P&G, Y&R 



Amer DM. Joseph Katz: Hamm Brrwinr 
Cmpbell-Mithun; Time-Life, YiR 



Bristol Myers. Y&R: Ronson. NCK: Sinii 
Y&R; I hr open alt wks 



Sthlltz. JWT 

Amer Tobacco, BBDD 

Natl Biscuit, K&E 

Gen Foods, B&B 

Gen Foods, Y&R 

Quaker Dats, WBT 

Chevrolet, Campbell-Ewald 

Pharmaceuticals. Klettor 

Amana. Maury- Lee- Marshall ; R. J. ReyntH' 
Esty 

Amer Home Prod. Bates; Lever Bros. J* 
P. Lorillard. Y&R; Revlon. LaRoehe 
Revlon. BBDD 

S. C. Johnson. FCB: Pet Milk. GardKf 
Amer Tobacco. SSCB: Toni. North 
Westinghousc. Mc-E 
Lincoln- Mercury. K&E 
Bell. Aycr 
P&G. B&B 



,V«'*irni7.- |iro(/r(iiii casts raiitiiiiit' an |>n(;<' ."iO ► 
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spot news that sells! 





Most Complete TV News Staff 
In Multi-State Area Produces 
35 Newscasts Weekly! 



NEWS means KMTV to television viewers in KMTV's rich multi- 
state area. 35 locally produced newscasts weekly feature intensive local and 
regional coverage. To do this job, KMTV combines experienced newsmen 
and the most up-to-date equipment. 

Ratings prove that viewers recognize KMTV's leadership in news — an 
important part of outstanding local and network programming. Coupled 
with the big PLUS of pioneering local live color telecasts, KMTV's pro- 
gram lineup means you benefit from a giant audience of pre-sold viewers. 

TOP SPOT 20— KMTV is among the top spot 20! Of 267 sta- 
tions participating in a N. C. Rorabaugh Co. survey of 181 
markets for the first quarter of 1956, KMTV was among the 
top 20 stations in the number of national spot accounts (July, 
1956, Television Age). 

Follow the lead of successful local and national advertisers — select 
KMTV to deliver this rich multi-state market, hi Omaha . . . the place to 
be is channel 3. See Petry today. 



Dakota) j 




IOWA 


NEBRASKA { 


\ 0., 




\ • 

Council 1 
eiuKi 1 








\ MISSOURI 




: - KANSAS 




KMTV Market 


Data* 


Population 


1,536.900 


TV Homes 


373,000 


Families 


477,000 


Retail Sales 


$1,716,560,000 


Buying Income 


$2,236,230,000 



Survey of Buying Power 



COLOR 
TELEVISION 
CENTER 




CHANNEL 3 

MAY BROADCASTING CO. 



NBC-TV 
ABC-TV 



OMAHA 



Edward Petry & Co., Inc. 
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Sponsored iii<<;iittiiiie network program costs Continued 



11(111111/ Thttiuas 


S:t3.(MMI (F) 


ABC 


Sit Comedy 


Mon 8-8:30 pm 


Ttnught 


820. (MMI ( 1.) 

weekly 


NBC 


Variety 


Mon-Fri 11:30 pm- 
1 am 


Tronsnrr ffiiiU 


S2I.0(M) (1.) 


ABC 


Quiz 


Fri 9-9:30 pm 


20th Cciiriirj/ Fm.v ffoiir 


.SI 10.000 (F) 


CBS 


Drama 


Alt Wed 10-11 pm 


Tirt»ii( i/-Oiie 


.s:to.ooo (1.) 


NBC 


Quiz 


Wed 10:30-11 pm 


I . .S. Steel lluttv 


S.lIt.OOO (L) 


CBS 


Drama 


Alt Wed 10-11 pm 


The \ ise 


.Sl<J..->00 (F) 


ABC 


Mystery 


Fri 9:30-10 pm 


% otee of Ftt'estottej 


.S2 I.OOU (L) 


ABC 


Music 


Mon 8a0-9 pm 


Warner ISrttthers Presents 


.S!)U.000 (F) 


ABC 


Drama 


Tue 7:30-8:30 pm 


tVcrfiM'.sffdi/ >i<//ir rif/hts 


S 15.000 (F) 


ABC 


Sport 


Wed 10 pm-conci 


Latrrettee Welti Shote 


SI l..>00 (1 ) 


ABC 


Music 


Sat 9-10 pm 


Ejtiiereitei' Welle t olettt Shittv 


^ 1 t»..>ffU 1 


A BC 


V fir 1 cty 


Mon 9:30-10:30 pm 


West f'oiiir Stin'fi 


S 10.000 (F) 


CBS 


Drama 


Fri 8-830 pm 


ttfidf'.v .>#!/ I^iiic? 


828.000 (F) 


CBS 


Quiz 


Sun 10:30-11 pm 


Walter Wiuehell 


.S<i0.000 ( F) 


NBC 


Variety 


Fri 830-9 pm 


W ire Se r etee 


WTT mill il/i 

$38,500 for S 


ABC 


Adventure 


Thurs 9-10 pm 


1 on A re There 


8:t7.000 (F) 


CBS 


Drama 


Sun 6:30-7 pm 


Ya» Aslietl Tar It 


.SI I.(t00 (FA.F) 


ABC 


M isc 


Sun 7-7:30 pm 


Tareita \anu'i 


S 10.000 (F) 


NBC 


Drama 


Sun 10-10:30 pm 


1'»»iir Hit Parade 


S IC.OOO (L) 


NBC 


Music 


Sat 10:30-11 pm 


Sponsored daytime network pro^' 


rani costs 


PROGRAM 


COST 


NET 


TYPE 


TIME 


/1.V The Warltl Tiirii.v 


.Sl.>.000 (F) 

weekly 


CBS 


Serial 


Mon-Fri 1:30-2 pm 


Km/ #*<ii/oI7 


8<>.(»00 (F) 

i j hr 


CBS 


Quiz 


Mon-Fri 3-3:30 pm 


»;</ Top 


SI 0.000 (F) 


CBS 


Variety 


Sat 12 n-l pm 


ISrifihter l*»i;/ 


810.000 

weekly 


CBS 


Serial 


Mon-Fri 4-4:15 pm 


C'(i{>(. fik(iii«/(iro(> 


Sll.t (F) 

5-min seg 


CBS 


Juvenile 


Mon-Fri 8-9 am & 
Sat 9:30-10:30 am 


Itoh Croshif Shatv 


S.'I.I.IO (F) 


CBS 


Variety 


Mon-Fri 3.30-4 pm 


fliiM/ fl(>ii«/ Sehaal 


S 1.000 (F) 

hr 


NBC 


Juvenile 


Mon-Fri 10-10:30 am 


Tdf/e »»f \m/Ii( 


Sl.t.OOO (F) 

weekly 


CBS 


Serial 


Mon-Fri 4:30-5 pm 


Taathall Searebita rd 


s.';.ooo (F) 


NBC 


Sport 


oat J . 1 J - J .611 pm 


Fill*!/ 


s:t:t.(»oo (F) 


NBC 


Adventure 


Sat 11-11:30 am 


Arthur fa'fxf f rci/ Viiiict 


8 I.I. -so (F) 

hr 


CBS 


Variety 


Mon-Thrs 10:3011 
am 


faiiidiiM/ Tifiht 


.SIO.(M»0 (F) 

weekly 


CBS 


Serial 


Mon-Fri 12:45-1 pm 


ff OHM' 


82.'S.0(»0 (F) 

weekly 


NBC 


MIsc 


Mon-Fri 11-12 n 


lltnrdfi flootfi/ 


.S2 l.(»00 (F) 


NBC 


Juvenile 


Sat 10-10:30 am 


f ( r'oiifff ftf 1 on 


.S:t.(MM» (F) 


NBC 


Quiz 


Mon-Fri 12:30-1 pm 



< L , I ,■ ( F I I 



hr 



(LA. F) l,lvi. \ Film, 



Armour. FCB, Kleenex. FCB 
participations 

Mogen David. Weiss & Geller 

Gen Electric. Y&R 

Pharmaceuticals, Kletter 

U.S. Steel, BBDO 

Sterling Drug, DFS 

Firestone. Sweeney & James 

Chesebrough-Ponds, JWT: Gen Elitt 
Y&R also BBDD also Grey 

Mennen, Mc-E; Pabst, Burnett 
Dodge, Grant 
Dodge. Grant 
Gen Foods. B&B 

Helene Curtis, Ludgin; Sperry Rand 
P Lorlllard, L&N; Toni, North 
R. J Reynolds, Esty; I seg open 

Prudential, Calkins & Holden 
Best Foods, Guild-Bascom-Bonflgll 
P&G, B&B also Compton 



Amer Tobacco, BBDO; Warner Limb 
K&E 



SPONSORS. AGENCIES 
P&G. B&B 

Colgate. Esty; 2 segs open 
Natl Dairy, Ayer 



Best Foods, DFS: Hazel Bishop, Spw 
Carnation. Wasey: Gen Mills, K( 
Reeves: Gerber. D'arcy: P&G. Conit 
SDS, Mc-E; TonI, North; Wesson t 
Fitzgerxld ; 2 segs open 



P&G, B&B 

Dow Chemical, Mac-M-J&A 
Gen Foods, B&B 

Amer Home Prod. Bates; Bristol M>J 
Y&R; Easywasher, BBDD; Gen Mii 
Y&R; Kellogo. Burnett; Manhattan S«| 
Scheideler & Beck; Norwich, Bt 
Pillsbury, Burnett; SImonIz, SSCL 
Sttind Brands, Bates; I seg open 



P&G. Compton 



particip.itions 



Continental Baking, Bates; I seg open 

Amer Home Prod. Geycr; Brillo, J' 
Brown & Williamson, Seeds; Alberto I 
ver, G Wade; Gen Foods. FCB. Li 
& Fink. Mc-E; Pharmaco. DCSS; 5 i| 
open 



Vriirorl.- {>ro(/roiii ro.vi.v coiiriiiiic on |»««/<» .72 ( 
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Powerful neiv Fall line-u|» for KSTP Radio! 

NEW STARS . . . NEW SHOWS . . . NEW MUSIC! 



That's the story of KSTP Radio which opens 
the Fall season with an exciting, all-new line-up 
of sparkling radio entertainment! 

Popular KSTP Television stars have joined 
with top KSTP Radio personalities to present 
the finest programs in the Northwest, 

New features include on-the-spot tape re- 
cordings made daily by roving reporters and 
interjected into various shows in the style of 
NBC's successful "Monitor;" "Talk Time" is 



a new show in which listeners may participate 
by telephone; live music and interviews are 
other new features. 

Now is the time to put KSTP to work for you. 
Take advantage of the Northwest's BIG sta- 
tion with the new concept in radio program- 
ming to do your most effec^ 
five selling job in this 
vital Four Billion 
Dollar market. 



MINNEAPOLIS • ST. PAUL ^Bas/c NSC Atfiliate 

"PRICED and PROGRAMMED" to serve today's radio needs! 
Represented by Edward Petry & Co., Inc. 
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Spoiisorod (layliiiio 

PROGRAM COST 

\t'l lAnLU'lH-r 



l.tnir f{(iii(/t'r 

I. Oft' of Life 

MrtHrol If orizoii.v 
.>li»'/«Tiy Moils*' Chili 

M'ifllilfl >loii.st' 
>fo((('rii Koiiiuiirc.v 

fiorrif Mooi'r 



fro roolhnll 
If in'f'ii l-'or n Woiy 



.S't'or*'/i for 'I'oiiiorroit* 

Svri'ol Slfii'in 

Sirilic It Hivli 

Tt'iiiH'ssrr Frn'w l-'ori/ 

Trxas l{*iiMy»«r.v 
'f'o(/oiy 

f iicfc Jofiiiiiiy Cooii.v 
t'o(i*oii< Latlfi 

U iff/ fti// llu Uok 
Zoo I'araflv 



S 1.000 (I.) 

'4 hr 

sin.ooo (F) 

SI 0.000 (I.) 

weekly 

S:{0.000 (l>A:F) 

weekly 

S22.000 (l><VF) 
.S.>.000 to 

8(>.:too (F) 

1 4 hr 



XSO.OOO (F) 
82.700 (I.) 

'4 hr 

s:t.(;oo (L) 

1 4 hr 



.S I I 2 iiiiilioii (1^) 

for all 

82 iiiilli<iii (I.) 

for all 

S.'t.OOO (L) 

1/4 hr 



810.000 (1.) 

weekly 

8;)..>oo (L) 

weekly 

815.000 (L) 

weekly 

8:{..>oo (I.) 

'/4 hr 

8i».000 (F) 
8.'{0.000 (L) 

weekly 

82.;j.>0 (I.&F) 
810.000 (I.) 

weekly 

S2 7.000 (F) 
8I2..>00 (L&F) 



not work |}r«>^'raill costs Continued 

NET TYPE TIME SPONSORS, AGENCIES 

CBS Quiz Mon Fri 2:30-3 pm 



CBS 
CBS 

NBC 

ABC 
ABC 

CBS 
NBC 

CBS 



CBS 



CBS 

CBS 

CBS 

NBC 

CBS 
NBC 

NBC 
CBS 

CBS 
NBC 



Adventure 
Serial 

Drama 

Documentary 
Juvenile 

Juvenile 
Serial 

Variety 

Sport 
Sport 
Quiz 



Serial 

Quiz 

Variety 

Adventure 
News 

Juvenile 
Serial 

Adventure 
M isc 



Sat 1 . 1 :30 pm 

Mon-Fri I2:I5-I2;30 
pm 

Mon-Fri 3-4 pm 

Sun 4:30-5 pm 
Mon- Fri 5-C pm 

Sat 10:30-11 am 
Mon-Fri 4 :45- 5 pm 



Mon-Thurs 10-10:30 
am & Fri 10-11 :30 
am 



Sat 1-3:30 pm 

Sun 2-5 pm 

Mon- Fri 4-4 :45 pm 



Mon-Fri 12:30-12:45 
pm 

Mon-Fri 4:15-4:30 
pm 

Mon- Fri 1 1 :30- 12 n 

Mon-Fri 2:30-3 pm 

Sat 11:30-12 n 
Mon-Fri 7-9 am 

Sat 11.30-12 n 
Mon-Fri 12- 12:15 pm 

Sun 12:30-1 pm 
Sun 3:30-4 pm 



Campbell, Burnett; Kellogg, Burnett- 
BBDO; Pillsbury. Burnett; Simonii ' 
ham- Laird; Swift, Mc-E 

Gen Mills, DFS; Nestle. B. Houston 
Amer Home Prod, Bates 

participations 

Ciba, JWT 



Amer Paramount Records. Buchanan; / 
mour, Tatham. Laird; Bristol Myers, Vi 
Carnation, Wasey; Coca Cola. Me.E; (. 
Mills, Knox Reeves; Mattel. Carson Ri' 
erts; Pillsbury, Burnett; SOS, Me-E 
segs open ^ 



Gen Foods. Y&R 



Alberto Culver. Wade; Sterling Drug DF< 
2*2 segs open 



Best Foods, Ludgin: Hazel Bishop, St 
lor; Bristol Myers, DCSS; Camib, 
Burnett; CBS-Hytron, Bennett 4 N» 
rop; Converted Rice, Bennett; Frigldi, 
Kudner; Gen Mills. BBDO: Lever b' 
JWT; SOS, Mc-E: Staley Mfg, RJ, 
Toni. North; Yardley, Ayer; 3 segs ■) 

Bristol Myers. Y&R; Sunbeam, Pk'I 
Paus; U.S. Rubber. F. D. Richirc 
Zenith, BBDO 

regional sponsors fll 



Amer Home Prod. Geyer; Borden. Vl 
Brown & Williamson, Seeds: Ctniii. 
Wasey; Chicken of the Sea, Wasey; C. 
Products. C. L. Miller: Heleno Cbi 
Best; Dow Chemical. MacMJtA r: 
Foods. FCB; Lehn &. Fink, Mc E; Mil 
Wade: P&G, Compton; Reddi-Wip, 
Sandura. Hicks & Griest 

P&G. Burnett 



Amer Home Prod, Bates 



Colgate, Esty 



Brown & Williamson, Seeds; Miles. W»] 
Minute Maid, Bales: P&G. B&B; Sb| 
Brands, Bales: Swift, Mc-E 

Curtiss Candy, C. L. Miller; Gtn IP| 
Tatham- Laird 



participations 



Swift. Mc-E; I seg open 



Gen Mills. DFS; Stand Brands. Ball 
Toni. North: Wesson Oil. Fitzgerald 



Kellogg, Burnett 



Mutual of Omaha. Bozell & Jacobs; 
open 



Speclaciilars aii«l specials costs 



PROGRAM 

lloi; Ito/jyrr .Sfioir 
For*/ Slor .liiliih'f 
If off of Foiiic 



f{o(> ff o|>('-f>Mio(i .S'fiorc 
I* r o»/ mw r's Sh oirro .s** 

.S'o( \i</(i( .S'|>('c(ocii(o r 
Srr II \oir 
Slunrrr of Sinvs 
W niv \\ i((c Woi hl 

I- -■' (L) I (F) I- 



COST 

8I2.>.000 (1>) 
82 10.000 (I.) 
8200.000 (I.) 

8 I I.'). 000 (I.) 
.s:(20.000 (I.) 

.S2.'>0.000 (I.) 
SI 2.*;. 000 (l.cVF) 
SI 10.000 (I.) 

SI 5).*;. 000 (I.) 

(L*. F) l,lvi. A I'llin 



NET 
NBC 

CBS 

NBC 

NBC 
NBC 

NBC 
CBS 
CBS 
NHC 



TYPE 
Musical 

Music- Drama 

Drama 

Variety 
Drama 

Musical 
Do«ument,'»ry 
Variety 
Documentary 



TIME 

Alt Sun 4-5 pm 



Sat 9:30-11 pm 
(I in 4) 

Sun 7-9 pm i. 

Sun 8:30-10 pm 

(5 shows) 
Wed 8:30. lOpm 

( I show) 

Sun 9- 10 pm (I in 4) 
Fri 9- 10 pm (I in 4) 

Mon 8 9:30 pm 
(I in 4) 



Sat 9-10:30 pm 
(I in 4) 



Sun 5-n pm & 
5-C:30 pm (I in 4) 



Tliiirs 8:30-9:30 pm 
(5 shows) 



Alt Snn 4-5:30 pm 



SI'ONSOK 



SPONSORS. AGENCIES 
Hclene Curtis. Ludgin: Vi open 

Ford, JWT 
Hallmark. FCB 



Chevrolet. Campbell. Ewald 



Buick (I time). Kudner: John Hanttc* 
times), Mc-E; RCA ■ Whirlpool. KiE 
segs oijrn 



Oldsmobile, Brother: RCA ■ Whirlpool, 



Chrysler, Mc-E 

Gen Meters, Brother also Campboll-E»i 



i 



'.^ .sici*TEMni:i{ 19.% 



r 



"CONTACT 

John E. Pearson Co. 

. . . build Your Air power 
in Des Moines and Indianapolis 





DES MOINES 



The Capital Cities'' Most Popular Independent Stations 




Represented Nafionally by 
JOHN E. PEARSON COMPANY 




DES MOINES 



You're always "on target" using KSO, Iowa's most 
powerful independent station. Popular program- 
ming of music, news and sports continuously, day 
and night, gets KSO listeners in a buying frame of 
mind . . . ready for your message. 




INDIANAPOLIS 



In the "heart" of a rapidly growing, high income 
market, WXLW delivers a steady bombardment 
of sell. Soothed from dawn to dark with music and 
news — WXLW listeners are financially able buyers 
who respond with sales. 



v.. 
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PULSE tuith Bill Cullen has propelled ratings on WRCA- radio from 

2.1 IN AUGUST 1955 to 4.0 IN AUGUST 1956 

making WRCA Neiv York's #1 netivork radio station in the morning! 

Source: Pulse, Inc. 




lust ratings dramatize how PULSE with 
.n has fascinated New York. 

« many listeners as a year ago now are 
1' NBC's flagship station — a larger morn- 
■nce than that of any other network outlet, 

I luse prices haven't changed yet, PULSE 
1 fascinating for time-buyers. 



Here is the prestige of a network flagship station 
— the persuasive salesmanship of a great person- 
ality — a remarkably low cost-per-thousand — a big- 
ger-than-ever audience. 

All this in PULSE, the modern morning radio serv- 
ice. All this can be yours. Just call George Stevens, 
our Sales Manager, at Circle 7-8300. 



itCA-RADIO 



NBC RADIO LEADERSHIP STATION IN NEW YORK 



SOLD BY iNBCl SPOT SALES 





"m complete information— type of film 
I use, latest processing technics— 
irite to 

' Motion Picture Film Department 
iflSTMAN KODAK COMPANY 
Rochester 4, N. 

East Coasf tiWnXwt 
Madison Avcnu* 
^•wYork17, N. Y. 





ites 111 ' 



mm 




Tito avi'fafU' «"i<i:«'ii who goes to 
war is theme of Citizen Soldier. Pro- 
duction is slated for 1 i\ovei)il)er on 
the 39 half-liour show series, w itli Cali- 
fornia National Productions handling 
this facet of operations. S)ndicatiou 
will he effe<ted hy NBC Television 
Films. This is second announcement 
of series contemplated by CNP re- 
cently, the first hav ing been Tarzari. 

fffiriiif/ t».vt'«»frfc»«l gross billings of 
$1,000,000. Sheriff of Cochise has re- 
cently garnered an additional four ad- 
vertisers in 29 markets of 11 Western 
states. The NTA-s) ndicated 30-niinute 
series (still in the pilot slagej adds to 
list of advertisers the following: White 
King Soap Co., of Los Angeles; Ari- 
zona Brewing Co.. Inc. (A-1 Beer) of 
Phoenix; Carnation Co., Los Angeles 
for Carnation Evaporated Milk and 
other dairy products; Star Kist Foods, 
Inc.. Terminal Island, Cal., for Star 
Kist Tuna. Agency handling these 
four accounts is Erwin. W^asey & Com- 
pany of Los Angeles. 

I CVKcrioii Film Laboratories. New 
York, has prepared a special color test 
reel which compares available 16 nun 

I color re^ ersal processes now- being 
used in the industry. Using a single 
original, Criterion made masters on 
several types of color stock and inter- 
changed these on various film stocks 
to make six "effects" from which to 
choose. Title is You Takes Yer Choice. 



U7ii((> 200 ettwhttys compete for 
$100,000 prize money, Kin Tin Tin 
will be the headliner at the 31st annual 
World's Championship Rodeo in Madi- 
son Square Garden, N. Y.. 26 Septem- 
)er through 6 October. Screen Gems, 
distributor of the series is hosting his 
warden appearance. The German Shep- 
herd is star of Adventures of Rin Tin 
Tin, sponsored on the ABC Television 



network by Nabisco since October. 
19.54. At present, scries consists of 
73 half-hour shows, although addition- 
al production w ill lake place in the fall. 

F«rc»if/ii fiJiii.v in color are being pre- 
pared for first-run t\ release b\ 'I he- 
atrical & Mdeo Corp.. \.Y. First pack- 
oge of 13 films will be available in the 
fall and will be predominatel) French 
and Italian. Dubbing and recording 
for English-language audio has begun 
in Paris, according to Don Getz, presi- 
dent of Theatrical & \'ideo. 

fit the Ititvst issue of Associated 
Screen Aeus. published in Montreal 
Canada, the following are ghen as 
what "the cartoon in tv commercials 
is best for:"' Gaining interest, trade- 
mark characters, personalizing the 
product, exaggeration and fantasy and 
singing jingle t\ pe connnercials. 

JICA Tv's U"c'.v<«'rii features starring 
Gene Autry and Roy Rogers polled 
favorably in a survey of 30 ARB-rated 
time periods. W^eighted average. c<.)\- 
ering 2o representative markets with 
over 10 million tv homes, was a 16.7 
rating. Another < heck of Western fea- 
tures' sales activitv indicated that Gene 
A.utr\ and llo) Rogers are now being 
stripped in iiO'^f of the markets carr\- 
ing the series. 

Prizes iiiiiiil»tT 1.7 and 16 were 
copped b\ L'P \"s nuopic cartoon star. 
Mr. Magoo. One was the Grand Prix 
Vward. at the Uruguayan second In- 
ternational Festival of l)ocumenlar\ 
films in Monte\ideo. for Mas^oo Ex- 
jiress. The other was recent Los \ngelcs 
erown for Magoo"s l\ oonnnercia! 
series for Rbeingold Beer in Southern 
California through Foote. Cone ^ 
Belding. Advertising Association of 
the West gave Magoo the award as 
outstanding regional t\ cmnmercial 
ferie> in the L^.S. * ♦ * 




film shows recently made available for spdication 



PROGRAM 



ADVENTURE 



SYNDICATOR 



LGTH. 



NO. 
AVAIL. 



PROGRAM 



SYNDICATOR 



LGTH. 



NO. 
AVAIL. 



MYSTERY 



Adventures of Fu Manchu 


Hollywood Tv 


30 


13 


Adventures of |ohn Silver 


CBS Tv Film Sales 


30 


26 


Annapolis 


Ziv Tv 


30 


Pilot 


Captain Cricf 


Guild 


30 


in fall 


Count of Monte Cristo 


TPA 


30 


39 


Cross Current 


OIHcial Films 


30 


39 


Crunch and Des 


MIC T v Film Div 


30 


39 


Dateline Europe 


Olfirial Films 


30 


78 


Foreign Legionnaire 


1 I'A 


30 


39 


Headline 


MCA Tv 


30 


39 


Here Comes Tobor 


Guild 1 ilms 


30 


in fall 


lungle |im 


Screen Gims 


30 


26 


Overseas Adventure 


Ollicial 1 ilms 


30 


39 


Sheriff of Cochise 


Nl A 


30 


Pilot 


Three Musketeers 


ABC Film Syndicalion 


30 


20 



I Spy 

Man Called "X" 
Combat Sergeant 

SITUATION COMEDY 



Guild I ilms 
Ziv Tv 
NTA 



30 
30 
30 



DETECTIVE 

Code Three 

Fabian of Scotland Yard 

Federal Men 

Cangbusters 

Highway Patrol 

New Orleans Police Dept. 

Public Defender 

Stryker of Scotland Yard 

DRAMA 



ABC lilm Syndication 30 

CBS Fv Film Sales 30 

MCA Tv 30 

General Tclcradio 30 

Ziv Iv 30 

MA 30 

hUerstalc Tv 30 

Hollywood Tv 30 



39 
39 
39 
26 
39 
39 
69 
13 



SPORTS 



Bowling Time 
junior Sports League 

Mad Whirl 

Sam Snead Show 

WESTERN 



39 
39 
13 



The Goldbergs 


Guild Films 


30 


39 


The Great Gildersleeve 


N'BC Tv Film Division 


30 


39 


1 Married |oan 


Interstate Tv 


30 


98 


Mickey Rooney 


S( rccncratt 


30 


39 


My Little Margie 


Omcial Films 


30 


126 


Stud's Place 


Harry S. Goodman 


30 


39 


Susie 


TPA 


30 


52 


Trouble with Father 


Ollicial Films 


30 


130 


Willy 


Official Films 


30 


39 



Sterling 60 13 

RCA Recorded Program 30 39 
Services 

NTA 30 13 

RCA Recorded Program 5 39 
Services 



Anthology series 


Oflitial Films 


30 


• 




MCA Tv 


30 


104 


39 


Adventures of Kit Carson 


Celebrity Playhouse 


Screen Gems 


30 




Charles Boycr series 


Ollicial Films 


30 


• 


Brave Eagle 


CBS Tv Film Sales 


30 


26 


Damon Runyon Theatre 


Screen Gems 


30 


39 


Champion 


CBS Tv Film Sales 


30 


26 


David Niven series 


Official lilms 


30 


• 


Frontier Doctor 


Hollywood Tv 


30 


39 


Dick Powell series 


Ollicial Films 


30 


• 


judge Roy Bean 


Screen Craft 


30 


39 


Dr. Christian 


Ziv Iv 


30 


39 










Dr. Hudson's Secret journal 


MCA Tv 


30 


39 


MISCELLANEOUS 








Herald Playhouse 


ABC 1 ilra Syndication 


30 


34 










I'm the Law 


Sterling 


30 


26 


Documentary: 








judges Chambers 


Tclescene 


15 


Pilot 


Greatest Drama 


General Teleradio 


15 


39 


Night Editor 


Lakeside 


15 


26 


On the Spot 


Lakeside 


15 


39 


Stage 7 


1 PA 


30 


39 


Uncommon Valor 


General Teleradio 


30 


26 


Tv Playhouse 


NTA 


30 


13 










Theatre with Lilli Palmer 


NTA 


30 


39 


Nature: 








World's Greatest Authors 


Guild Films 


30 


39 


World Around Us 


RCA Recorded Program 
Services 


15 


26 


FEATURES 
















Anniversary Package 


ABC Film Syndication 


var. 


16 


News feature: 








Hall of Fame Classics 


Assoc. Artists 


var. 


11 


Washington Merry-Go-Round 


Harry S. Goodman 


15 


39 


Hollywood Movie Parade 


Screen Gems 


var. 


104 


Semi-documentary: 








Movieland 


Assoc. Artists 


var. 


68 








Nugget group 


Hollywood Tv 


var. 


51 


The American Legend 


Official 1 ilms 


30 


39 


RKO group 


C&C I v 


var. 


7)2 










Silver group 


Hollywood Tv 


var. 


2) 


Shorts and cartoons: 








TNT group 


N 1 A 


\ .1 r . 


35 


Paramount shorts, cartoons 


NTA 


var. 


1,400 


20th Century Fox Package 


\ 1 A 


\ar. 


52 


Popeye 


Assoc. Artists 


var. 


250 


Warner Brothers group 


Assoc. Artists 


var. 


700-800 


Terrytoons 


CBS Tv Film Sales 


6 


156 


KIDDIES' SHOWS 








Warner Brothers cartoons 


Assoc. Artists 


6 


300-400 








Warner Brothers shorts 


Assoc. Aitists 


var. 


1,000 


Animal Crackers 


Sterling 


var. 


50 


Animated Fairytales 


Ciencral Tclcradio 


10 


13 


Space show: 








Bobo the Hobo 


1 akcsidc 


15 


2f. 


Commando Cody 


Hollywood Iv 


30 


12 


johnny jupiter 


Assoc. Artists 


30 


39 








Playland 


Sterling 


var. 


50 


Women's: 








MUSICAL 








It's Baby Time 


Walt S( h\\ iiiinier 


i:. 


52 








It's Fun to Reduce 


Guild lilms 


15 


65 


Ina Ray Hutton 


Guild lilms 


30 


Pilot 










Patti Page 


Screen Gems 


15 


78 


Others; 








Rosemary Clooney Show 


MCA I V 


30 


39 


Candid Camera 


,\ssoc. Arti'-ts 


15 


100 


Town and Country Time 


KCA Recorded Program 


15 


52 


Candid Camera 

jungle Adventure package 


\ss()c. Xrtisf- 
Stci ling 


30 
\ar. 


89 

over 100 


Town and Country Time 


Services 


30 


26 


Under the Sun 


C lis 1 V l ilin Sales 


30 


39 



•lioliif lolfl ai iia<-k:iKe of 153 under title "Star I'crformanco" or as Individual series. 
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The biggest! 

The biggest movies ever released for television 
make KPIX's new 10 pm BIG MOVIE 
the best buy in San Francisco! 

BIG MOVIE, Monday thru Thursday, 10:00 to 11:30 pm, 
delivers an average quarter-hour audience 
of 362,734 at a cost- per- thousand of only 74 jf! 
Act now to become one of the Bay Area's BIG 
advertisers. Call Lou Simon, KPIX Sales Manager, 
or your nearest Katz Agency office. 

In San Francisco, No Selling Campaign Is Complete 
Without The WBC Station 

KZI^XX CHANNEL ® 

San Francisco ^"^^ 



WESTINGHOUSE BROADCASTING COMPANY, INC. 




RADIO 
BOSTON — WBZ+WBZA 
PITTSBURGH — KDKA 

CLEVELAND KYW 

FORT WAYNE — WOWO 
PORTLAND KEX 



TELEVISION 
BOSTON — WBZ-TV 
PITTSBURGH — KDKA-TV 

CLEVELAND KYW TV 

SAN FRANCISCO KPIX 



KPIX REPRESENTED BY THE KaTZ AGENCY. INC. 
ALL DTMER WBC STATIONS REPRESENTED BY PETERS. GRIFFIN. WOODWARD. INC. 
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is proud of it*s record of providing the utmost in television 
service to the viev\^ers of South Florida since March 21, 1949. 
This includes av\^ard-v\^inning nev\^s shov\^s, public service pro- 
gramming and local sports spectaculars — all telecast from 
Florida's first 1000 ft. tov\^er. 

Now, as in the past, experience, outstanding 
facilities, and complete viewer acceptance 
are yours when you invest in WTVJ Tele- 
vision . . . the only TV service providing 
unduplicated coverage of the ENTIRE South 
Florida market. Call your Peters, Griffin, 
Woodward Colonel for availabilities. 



I A AA I 



PACIFIC 



NORTHWEST 



'S 




coveraqe 



f 



„ takes more than 40,000 
square miles af effective caver- 
age to deliver this exclusive 
agricultural-industrial morket. It's 
a one-TV-signal-morket bigger 
than Massachusetts, New Hamp- 
shire, Connecticut and Rhode 
Island combined . . • with more 
population thon Toledo, San Di- 
ego or Nashville. 



MARKET DATA 



POPULATION 
(Urban Population 
(Rural Population 
FAMILIES 

EFFEOIVE BUYING INCOME 
GROSS FARM INCOME 
RETAIL SALES 

FOOD SALES 

GENERAL MERCHANDISE 

DRUG SALES 

AUTOMOTIVE SALES 

(Source; 19S6 Survey of 



511,875 
261,9001 
249,975) 
159,925 
$859,218,000 
$334,735,000 
$632,561,000 
$135,614,000 
$430,890,000 
$ 21,335,000 
$123,748,000 
Buying Power) 





KIMIA-TV 

Yakima,: Waihlnglcn 



KEPR-r 

riifi. Wild. 



KLEW-TV 




Set 



WEED TELEVISION 

Pocidc rjorlhwrul MOORF AND LUND 




SCGI l)<io> ^oiir foiuiiain .-t'll itle;i> a> >»fll 

:i> llii> union tloo? 

Issue: 2 Ai)ril 19.16. pa^e 32 

§Il|)jQ(«tt Local union lu)>l* l*ear>on for foiirlh 



In line with previous artieles on unions which use new? analysts 
a> \eliicles in their air iiicdia caiiipaifins is use of t\ hy the Retail 
Clerks I nion. This lo<-al is now entering its fourth \ear of spon- 
sorship Avitli Drew Pearson and Washington Merry-Go-Round in 
three markets: Los Angeles. Cleveland and Washington. 

UiA maintains a liands-ofT altiliule regarding Pearson's news 
disc-overies and his oS'^c -correct ])redictions. Similar!), they readih 
accept co\erage of ^uhjects outside the realm of national politics, 
such as the international implications of the 0I\ mpic Gaines, the 
narcotics prohlem and the like — reportorial areas relatively new to 
the analyst. 

Hehind-lhe-scenes workers as well as content of the show are new. 
For first year. Hulliiiger Productions is producing the 39-show 
series and Harr) S. (Goodman has hecome syndicator. Shows are 
telecast three days after filming. * * * 




ScC! \onM liko lo niecl in a wootled 

nook ? 

Issue: 20 Ang:ust 1956. pape 34 

Hnildin^ up and breaking down a 
niunagoniont c»)nforcnce 



Prohlems involved in planning out-of-oflice meeting.* are as noth- 
ing compared with day-to-day executive meetings. 

In a recent article published hy American Management Associa- 
tion in its monthly magazine, The Management Revi'eiv, a survey 
poiiit.s up fact that the more lime de\ oled to conferences, the more 
oxertime is sj)ent <-atching up on work. Among 37 executives of 
leading companies polled, average time spent at such conference? 
is one hour and 20 minutes. 

A <-arl()oii-article Ashicli iimiiedialel) follows is tilled "How to 
Wreck a Conference." Willi art hy Al Hormel and captions by 
L\dia Strong, the following are some suggestions gi\en: 

For the chairman — Call the meeting without notice: keep its 
purpose a secret: read alond and explain \olnmiiious material al- 
read\ read b\ those attending; let Sam and Joe debate their per- 
sonal diffeiences ihronghont the meeting, thus providing good, 
clean entertainment for all: scpieUdi any new approach not outlined 
on the agenda; don t snub aii) friends who may telephone during 
the business (•oiifereiicc - have ever\ call put right through; an- 
swer all \oiir own questions. 

For those at the meeting — 
Don't listen lo others, since 
they Old) confuse )ou: let the 
chairman do all the work — it s 
his iiieeling; side with the iiia- 
joritv regardless of your real 
opinion; throw )oiir weight 
around and let them know how 
you feel about e\ cry subject 
whether )Oii're informed or not 
I Soon tliex'll realize you're 
lo be reckoned with.) * * * 




At ihe meeting — 

Always side with the majority 
regardless of your real opinion 



62 
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By ANYBODY'S survey 

KLZ-TV IS DENVER'S 
OUTSTANDING TV BUY 




33 



June ARB 

of 
the 
top 




DENVER TELEVISION PROGRAMS 




KLZ-TV LEADS WITH 13 OUT OF TOP 15 NON-NETWORK PROGRAMS IN BOTH 



Non-Network Programs 

May 1956 Telepulse 

Life of Riley 31.4 KLZ-TV 

Dr. Hudson's Secret Journal .... 29.2 KLZ-TV 

Highway Patrol 26.7 Stat. C 

Channel 7 News (Thursday Edition! 26.0 KLZ-TV 

Channel 7 News (Tuesday Edition) . 25.0 KLZ-TV 

I Led Three Lives 24.9 Stat. C 

Channel 7 News (Eriday Edition i . . 24.3 KLZ-TV 

Channel 7 News (Wed. Edition) . . 23.0 KLZ-TV 

Mr. District Attorney 22.9 KLZ-TV 

Guy Lombardo 22.7 KLZ-TV 

Wild Bill Hickok 22.7 KLZ-TV 

Celebrity Playhouse 22.7 KLZ-TV 

Confidential File 22.4 KLZ-TV 

Stories of the Century 22.2 KLZ-TV 

Libera ce 21.5 KLZ-TV 




Non-Network Programs 

June 1956 A.R.B. 

Death Valley Days 32.0 KLZ-TV 

Highway Patrol 29.7 Stat. C 

Dr. Hudson's Secret Journal .... 27.3 KLZ-TV 

Channel 7 News (Monday Edition . 25.2 KLZ-TV 

Channel 7 News (Thursday Edition) 25.2 KLZ-TV 

Channel .7 News (Tuesday Edition) . 24.8 KLZ-TV 

Channel 7 News (Friday Edition;. . 24.3 KLZ-TV 

Star Performance 23.5 KLZ-TV 

Life of Riley 23.0 KLZ-TV 

Guy Lombardo 20.8 KLZ-TV 

Academy Theatre (Saturday). . . . 19.9 Stat. C 

Channel 7 News (Wed. Edition: . . 19.8 KLZ-TV 

Confidential File 18.3 KLZ-TV 

Celebrity Playhouse 17.8 KLZ-TV 

Channel 7 Sports 17.6 KLZ-TV 



Any way you figure it— you get MORE— MUCH MORE 
when your advertising schedule is on KLZ-TV! 



Con/oc) your KATZ man or Jack Tipton, 
General Sales Monager, KLZ-TV 
for further eye- opening focts about 
Denver TV ratings! 



CBS 




DENVER 



TELEVISION 
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MATTRESSES 



ROTISERRIES 



Sr'ON^OK: --crlj Mfg. Co, : Hozcl & Jacol)'^ 

( XP'^l LK ( \vK iilsTOK'i : The Scria M unv jaclii rin^ 
Company ran H()l>l)ies for Kun on ihe .station jour con- 
scciitiic Mondays recently, at 7:S0 p.m. \ciispaper and 
direct mail promotions were used to In^hlif^lit the show, 
■ijter I he ioirr proiirams uere aired, the area dislrihirlor 
of Seria ]lallresses indicated that sales had been doubled 
over those oj the previous three nwnlhs. Bozel A: Jacobs, 
an Omaha, ^eh.. agency, had arranged the nKH) campaign 
jor SerIa on this II est I irginia Iv outlet. 



\\,1P1M \, Fuirnioul. W. \ a. 



PR()';K \M : Hobliirs for Fun 




FURNITURE 



>1'()\S()K; 'l ire. Furniture and 

\l)|)lian(e 



\(;1£\(;Y: Direct 



CM'Sl l.i; (;\SK iilSTOHY: The advertiser began using 
jour nighttime an noii ncenierits plus a '.W-rninule program 
( The (ileal ildcrslctn e) per u eek earlier this summer. 
Commercials were telecast live jrom the outset. From 
June, to the end oj Juh. I)>.K:II witnessed a 3!!' J 

increase in volume over sales oj the corresponding period 
m l93o. I'leased ivith results, company reneived its con- 
tract jor an additional 52 iveehs at cost oj $1,200 monthly. 



kl'\l! T\. \l.ii< 



Tex. 



I'HOCK T/ic Great Gihivr- 
sleeve, aniloMncenieiils 



REAL ESTATE 



<l'0\s()l!: liilliiiore \( 



XCKNC") : Dire.l 



( |,i: ( \m; lllsTOH^i ; ihis year, Hiltmore 

/teres began a three-month drive to sell home sites. L'sing 
one-niiniite announcements per a ]'.]-/> eel, contract, the ad- 
vertiser sold 2II0 "acreage tracts" three months in ad- 
vance oj the time deadline it had set as its goal. All 
commercials uere telecast live iiithin the .loliii Dal) pro- 
gram. 7 old} cost to llilliiiore l( les jor the \ ',\-weet period 
on II I'll -II , II Inch ivas the only advertising medium 
used, amounted to I. ()()(). Sponsor indicated salisjaclion. 



W 11 \ •'! A . Mini 



■la. 



l'l{()(;in\l : lohn Duly 



3 



SrONSOR: Sears, Roebuck & Co. AGENCY 

CAPSLLF, CASE 11I>T0RY: The adverti.ser used one 
minute live demonstration program. Iiigliligliting the^ 
oj the Roto-Droil. Demonstrator was a Sears-Ira^ 
man. Ajter the evening shoir, it was jound that sa\ei \ 
come jrom 42 on-the-air requests, 200 via answering f 
vice that evening, with a total number oj 600 sales in\ 
jollowing three days. Advertiser jound results j)r(\ 
less costly at 24c per broiler with less in-slore sell 
necessary. Cost was $130. 



KOLO-'IA . Reno. \ev. 



PROGRAM: Special (lemonslr.| 



HOUSES 



.'SPONSOR: Surplus Sale- AGEN(A D 

CAPSULE CASE HISTORY: The station was used to, 
vertise the sale oj surplus Army barracks at Ft. Hi 
Tex. The sponsor offered to finance or move hoi 
within a SO-mile radius oj original location. A ie' 
oj day-and-night announcements was run over a tuo-u'i 
period, at the end oj ivhich 15 houses were sold at 
average gross of $600 ]>er house. Cost oj the entire 
nounceiiient package schedule was $275 on this slat 
which covers area surrounding a IVaco Air Force b\ 



K:CE^-T^', Temple. Tex. 



PR0(;R \M: .\nnoiin(fn 



FRANKFORTS 



SPONSOR: John Morrell & Co. \(;ENCY: CaniphellAli 

CAPSI LE CASE HISTORY: /„ order to increase si 
both jrom an overall standpoint and in particular \, 
Memorial and Independence Days, the company i 
tracted for announcements jor a three-week period 
Monday, IVednesday and Friday. Ann Mar, hosles 
The W'omaji's Anglo, in which the firm participated, I 
pared dishes using the sponsor's product. In additio. 
word contest was conducted ivhieli revolved around Ij 
rell Fride Franks. Result: Sales increased \'V < (' 
the corresponding 1955 period. 



WMAR T\ , Ralliniore. M( 



KOGRA.M: Pariicipai 



SHOWER STALLS 



SPONSOR: Erie Ruildeis SuppK AGENCY: D 

( \PSri E CA'^E HISTOID: On Frie HuildeFs finl \ 
lure into ti . a single 2i)-second live announcement 
u.u'd to advertise a shower stall at $59.95. Commei 
ini m e( I lately followed $61,000 Quolion, and empliam 
jaci that stall iisualh retailed jor $79.50. Xot onlj 
Erie Builders sell out its stock; but it took orders joi 
additional dozen-and-a-halj .shower stalls. 7 otal i 
were $3.!!96.75. Co.sl of the 10 July 1956 announceii 
on irSFE was $15.00. 



\\ S1-:E. Eri<'. Pa. 



*1U)(;RAM: Annoimcj 



i 



^ow ..^uciliaLie 

from SPONSOR 

SERVICES INC 



BOOKS 

1 ALL-MEDIA EVALUATION STUDY $4 

155 I'cnjcs 

This book gives you the main advanttijios and 
drawbacks of all major nuMlia . . . tips on whou 
to use each medium . . . yardsticks for choosinj? 
the l)est possible medium foi- each jiroduct . . .how 
to]) advertisers and ao'encies us(> and test media 
. . . plus hundreds of other media plans, sns:<i-es- 
tions, fornuilas you can ])ut to profitable use. 



2 TV DICTIONARY/HANDBOOK $2 

/>! Pages 

The new edition contains 2200 definitions of 
television terms . . . 1000 more than previous 
edition. Compiled by Herbert True of Xotre 
Dame in coniunction with 37 other tv experts. 
TV DiCTlOXAKV/ 11AXI)]50()K also contains 
a separate section dealiuii' with ])aintin<i- tech- 
niques, artwork, tv moving dis])iays, slides, etc. 



3 TIMEBUYING BASICS $2 

HI Pages 

Tlie only book of its kind — the most expert 
route to radio and television timebnying. A 
grou]) of men and women who rei)resent the most 
authoritative thinking in the field talk with 
conii)lete candor about tv and radio and the 
opi)()rtnnities these media offer. 



BOUND VOLUMES 

14 VOLUME FOR YEAR 1955 $15 

Every information-packed issue of sponsor for 
19,")"), bound in sturdy leatherette, liulexed for 
quick reference, bound volumes i)rovide you with 
a permanent and useful guide. 



15 BINDERS 1_$4 2— $7 

Handy binders provide the best way to keep your 
file of si'oxsoK intact and ready to use at all 
times. [Made of hard-wearing leatherette, im- 
l)rinled in gold, they'll make a handsome addi- 
tion to your personal reference '"library." 



15 SERVICES TO HELP YOU 
MAKE THE MOST OF YOUR 
RADIO AND TELEVISION 
OPPORTUNITIES 

REPRINTS 

4 HOW DIFFERENT RATING SYSTEMS VARY IN 
THE SAME MARKET 15c 

Ward Dorrell, of .Tohu iSlair (station rei)s,), 
shows researidiers can be as far as 'iOO'v ai)art in 
local i-atings. 

5 TELEVISION BASICS 35c 

2i Pages 

6 RADIO BASICS 35c 

21 Pages 

7 FILM BASICS 25c 

J2 Pages 

8 PROCTER AND GAMBLE STORY 25c 

20 Pages 

9 ADVERTISING AGENCY IN TRANSITION 25c 

16 Pages 

10 92 WAYS TV MOVES MERCHANDISE 25c 

16 Pages 

11 TIPS ON TV COMMERCIALS 25c 

6 Pages 

12 NEGRO RADIO HAS COME OF AGE 25c 

16 Pages 

13 WHY 5 NATIONAL ADVERTISERS BOUGHT 
SPOT RADIO 25c 

6 Pages 

i ORDER FORM 

SPONSOR SERVICES 

40 East 49th St., New York 17, N. Y. 

Please send me the SPONSOR SERVICES encircled by number 
below: 

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 

Name 

Firm 

Address 

City Zone State 

□ Enclosed is my payment of $ 

Quantity Prices Upon Request 
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Uttfimited system 

plus sup&rb picfore qva//fy...ffla&e RCA best < 



Improved technical quality in your film pro- 
grams need not require a big investment 

ICONOSCOPE CONVERSION 

You can start simply and build gradually, if you prefer, 
first by converting iconoscope film cameras to RCA 
vidicon film cameras. You'll get marked improvement 
in gray scale, tremendously increased signal-to-noise 
ratio, improvement in resolution, and provision for 
automatic black level control ... all with a minimum of 
operating attention. The "snap," clarity and live effect 
will be immediately reflected in advertiser preference. 

MONOCHROME SYSTEM EXPANDABLE TO COLOR 

Or, you can start with the superior vidicon film system 
expandable to color. Using the RCA TP- 15 universal 
multiplexer, color and monochrome film equipment 
can be completely integrated — by adding a TK-26 color 
film camera at any time. This new multiplexer accom- 
modates up to four projector inputs, all of which are 
available to two film camera outputs. 

COLOR FILM SYSTEMS 

To go to color f/ow, you can select from various equip- 
ment combinations which use the RCA TK-26 three- 
vidicon film camera. In TV stations where superb 
picture quality and operational simplicity count, the 
TK-26 is the preferred system for color film program- 
ming. It has been selected after careful comparative 
evaluation with other systems and found to produce 
finer quality film pictures in both monochrome and 
color. Superior results are achieved at minimum cost 
with maximum operational simplicity. 

LIVE COLOR, TOO 

It is possible to use the RCA three-vidicon film system 
for pickup of opaques, live commercial products and 
demonstrations within a limited area. 

See your RCA Broadcast Representative for more details 
on Vidicon Film Systems. He will be glad to answer 
your questions. Let him help plan a film system that 
can start you on the road to the new and additional 
revenue that will come from color! 



NEW STANDARDS OF QUALITY 

1 he RCA V^idicon Film System has established a stand- 
ard of film reproduction by which all other methods 
are judged. You can expect and get the highest quality 
reproduction, with protection against obsolescence for 
years to come. To give some idea of the wide range 
of system possibilities with RCA equipment we submit 
four diagrams, at right, from the very simplest equip- 
ment to a Dual Color Film System. 




Monochrome film system 
expondoble to color. 



RADiO CORPORATION of AMERICA 

BROADCAST AND TELEVISION EQUIPMENT CAMDEN, N.J. 



possibilities . .*. 

10/ in Sim equ/pfflenf-ffloflochrome and tolor 



ONVERSION OF ICONOSCOPE FILM SYSTEM TO VIDICON 



! TELOP ' 



PROJ. 



I-- 



TK-21 
VIDICON 
CAMERA 



TP 
16 ^ 

PR 


-16 
OJ 






TP 
MULTIf 


-1 1 

'LEXER 






TP-16 
16 MM 
PROJ. 





TP-3 


1 


SLIDE 




PROJ. 



Much of the equipment in an 
existing RCA iconoscope chain 
can be used with TK-21 vidicon 
comero. A basic system em- 
ploys two 1 6mm projectors and 
a dual-channel slide projector. 



3. BASIC COLOR FILM SYSTEM 



TP-6 
I6MM 
PROJ 



TK-26 
3V COLOR 
CAMERA 



TP-12 
MULTIPLEXER 



TP-3 
SLIDE 
PROJ. 



TP-6 
16 MM 
PROJ 



Permits two film projectors and 
a slide projector to be oper- 
ated into a single TK-26 color 
film camera. Designed for maxi- 
mum simplicity and economy, it 
con be used for both color and 
monochrome film. 



IV10N0CHR0ME FILM SYSTEM EXPANDABLE TO COLOR 



4. DUAL COLOR FILM SYSTEM 



TK-26 n 
3V COLOR 
CAMERA r* 
FUTURE J 



TP- 
16 ^ 
PR( 


6 

1M 
DJ 






TP- 
MULT IF 


-15 

LEXER 






1 TP-6 
1 16 MM 
1 PROJ. 
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TK-21 
VIDICON 
CAMERA 



TP-6 
l6 MM 
PROJ. 



TP-3 
SLIDE 
PROJ. 



TR-26 
3V COLOO 



TP-6 
16 mm 
PROJ. 



TP-3 
SLIDE 
PBOJ. 



TP-3 
SLiOe 
PROJ. 



TP-12 
MULTIPLEXER 



TP-3S 
35 MM 
PROJ. 



Tn-26 
3V COLOR 
CAME-RA 



TP-35 
3S MM 

PROJ. 



Combines a TK-21 monochrome film camera with 
projectors and multiplexing equipment, which ore 
usable in color as well as monochrome. At any time a 
TK-26 color film camera can be added, retaining the 
TK-21 for the monochrome channel. 



Will handle a large number of inputs and therefore 
provides maximum program protection. Two com- 
pletely independent program channels provide the 
ultimate in reliability and assure continuous program- 
ming. Permits previewing in color. 



est for color and monochrome because it uses proved-in components ! 



DICON TUBE RCA development 

idicon storage tube is outstanding from standpoint of high 
^nal-to-noise ratio, reliability and low-cost operation. It 
educes a sharp lifelike picture— equally good in mono- 
|rome or color. Replacement involves minimum of equip- 
ent readjustment. 

ANDARD-TYPE PROJECTORS FOR 35 and 1 6MM 

indard of the motion picture industry, the intermittent pro- 
:tor produces a beautiful steady picture. It involves none of 
e critical mechanical tolerances of the continuous projector 
r 1 6mm. RCA now offers the TP-6 series projector designed 
|)m the beginning for professional l6mm television use. Pro- 
lies maximum video and audio quality with operating con- 
I nience and dependability. RCA neutral-density-filter light 



control makes it possible to achieve satisfactory results with 
practically all kinds of film. 

NEW TYPE TP-15 MULTIPLEXER 

Provides for complete integration of color and monochrome. 
Offers flexibility and protection of two-camera system without 
the necessity of buying separate projectors for each camera. 
Permits preview of one program while another is on-air. 

OPERATING CONVENIENCE AND SIMPLICITY 

Only two simple controls are employed in "on-air" operation. 
Pedestal level and Master Gain. For assuring picture perfection, 
all controls, together with waveform and picture monitors, are 
located at the operating position. 




a forum on questions of ctirreii{ iii{eres{ 
to air advertisers and their agencies 



Whili iive i/oiir tips on exteinliiuj 
the lite of a iv eommevvUil 





Arthur BcUaire 
I ./). ill chg. iv &: radio copy 
llalirii. Jlarloii, Diirsliiic tt- Osborii, .\ .) . 

rijKM rn(i:> ui.yom: mi.w kks 



• Condition the tiiind to llie faf I lluit 
:i good fdni connnercial is hardier llian 
inoj-t adNcrtiscrs realize. As long as 
llie ro|)\ story remains Itasieallv <-()n- 
slanl. not exiend the life of the 

eonitnereial at the nionienl of hirth? 

Too often, just as a ('oniniereial rea( h(;s 
its peak in efTe<-ti\ eness, it is snat<-hed 
off and replaeed with '"soniethinir 
fresher. ' 1 suspect \ie\\ers don'l grow 
half a-; tiicd of the same fdm <'om- 
mereial a> ad\erti>ers do. 

.^itice il is in the lead-in that a <-om- 
mereial mii-l fight for attention, he 
sure the opening scene or se(pienee is 
ftilh interesting and. if a|)pro|)riat(!. 
Inciting. Here is the |)oint where 
i-riginalitN uill snrelv iiK rease the 
< I nnncicial s lih- while trileness is 
homid to shc)rleii il. 

If a jingle is htling to ihc message, 
n-e il and lake pains in prodnclion. 
V, lirilici ihc nmsic is fancv or simple. 
;'i\c it the allenlion it desei\es and it 
w ill ^Irengllien the commcK ial and add 
month-- lo it-^ life. Nothiii" rniiis a 
good \iMial like an amateurish jingle 
ami from a < heck of the ehaimels \ou"ll 
sec the hn-inc— of jingle writing and 
produi iiig Iris not n el heen pcrh'cted. 



\niniated eonnnercials seem to live 
longer than li\e action. While this in 
itself constitules no reason to go ani- 
mated, there seems to he more and 
more of a trend in thi;- direction. Yet 
<'en here no rule can he made. Li\e 
a( tion is \er) often the only correct 
ap|)roaeh and less costlv to boot. 

In filming the original commercial, 
\.ati h for insert possihilities. For 
example, if the demonstration can be 
shown efTecti\el\ in more than one 
'.va\. film two or three and (lro|) one 
into each print. It still is the same 
commercial hasi<allv. telling the same 
sales storv, hut the jiroof can vary as 
|irints are rotated, and the life of the 
basic commercial is thereby extended. 

I can t |)ro\e this but 1 suspect that 
\iewers toda\ tire of too many faces 
within a conmiercial. Where closeups 
of hands will tell the story as well or 
better, concentrate on this sim|)ler aji- 
|)roacli and m)u are likelv to get more 
mileage from the average commercial. 




Read II. W iphi 

I ./). ill ( lig. ol rdilio-lr iV- iiiolioii jiirliirvs 

J. )/. Malhrs. Inc. 



Sl\ Sil.U:\T fOlMS 



• Just as the went of a fabric is in 
large measure de|)cndcul on the (pialitv 
of the threads woNcn intci il, so is the 
life-span of a film rommcrcial prcll\ 



well determined h\ how much eare 
went into its preparation. For the 
commercial that is destined to wear 
well with the viewers, I would set down 
tliese six re(|uirements : 

\ good jingle. When the public 
goes for a jingle, they do not mind 
hearing it, or watehiui; the action eon- 
cerned with it, countless times. The 
action should be good, of course, 
whether live or animated, hut it does 
not ha\e to be outstanding. A eatehy 
tunc that the public can sing or hum, 
with a few video \ariations, will last 
a long, long time. I'Zxample: Ajax 
Cleanser. 

Simple, but intriguing animation. 
B\ drifting far afield to an extreme 
form of art you can usually catch a 
\iewing audience off guard and, for a 
short while, they will think the S|)ots 
are sensational. But this wear? off 
onl\ too soon and \ ou must replenish 
)our footage with newer and even more 
extreme situations. The sim|ile, '"Walt 
Disneyish " tvpe of animation pleases 
almost e\eryone for indefinite periods 
of lime. It gi\ es \ ou little to become 
tired of. I'^xample: Mott's Apple 
Sauce. 

Refraining from the use of "gags" 
to put \our message over. This has 
the same elTect on people as the e\- 
'reme animation. \ ou really have to 
keep it fresh. The I'iel's Brothers spot-^ 
are exactly this tyjie of treatment. 
Imagine the interest in the Piels 
Brothers toda\ if the viewers were still 
forced to gaze upon the original com- 
mercials. The secret of the I'iel s Bo\s 
snc<"ess has been the continual replen- 
ishing of spots with new and diflerent 
gags. Three or four diflerent treat- 
ments would ne\er have done the job. 
Thirt\ or f(Ml\ < an and are doing it. 

The use of close-ups and product 
shots rather than full shots of actors 
and announcers. \ iewers do not get 
lired of a good commercial done in 
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illis fashion, cspeciallx ulieii a catch) 
jingle is uscil. Hut the\ do get tired of 
i-eeing the same old face in the same 
old chair sa\ ing the same old words 
and smoking the same old cigarette or 
drinking the same old glass of heer. 
"Oh, liirn again!" is a <ommon reac- 
tion hy \ icwers after a commercial has 
had extensive exposure. Close-ups of 
products, hands, feel and such do not 
seem to have this effect on people. Ex- 
atnple; Scliuefler Beer. 

Combining the j)roper \ oice. whether 
male or female, to all the al)0\e ex< ept 
the straight singing commercials. \'ie\v- 
crs can get just as tired of, or irritated 
b\. a voice as they can a visual treat- 
ment. Care in selection of the "just 
right" speaker is of \ital importance 
tT any film spot. 

And finall). and most important. 
ivhatever vou do. make it the best! 



on your dial 




The right combination 
2 to sell Everything from . . . 

Spark Plugs to Cars 
in 

Oklahoma's.. J 




No.1 

Market 




Arthur Weil 
Tr arrount supervisor 
Donahue tS: Coe, Aew York 

ORIGiyALITY AM) ADAI'TAISIUTY 

• Unquestionably, the way to get 
more out of a 'I'.V. commercial — i.e., to 
extend the life of its eflective use — is 
to put more into the commercial in the 
Prst place. 

15y this I mean, there should be more 
planning and thinking — about just 
bow the comiuercial is to he used, 
about when and where it will he used. 
'Ibis can lead to building in "lifts"; 
or easily handled adaptations for spe- 
cial events or seasonal selling messages. 

Extremel\ important, in nn opinion, 
is that more creative thinking be used 
in making the commercial. Ingenuity 
and fresh approaches should be sought 
in place of the usual "safe"' format. 
The more stereot\ped the commercial, 
the shorter its cfTeeliNe life, a dull eom- 
\ Please turn to page 106) 



^ Motor Vehicle, Automotive Supply Stores and 
Service Stations Sales Over $250 Million Dollars 

This is just one example of how the more 
than three thousand more new families that 
come to the Tulsa area each year spend 
money! That's because they have the money 
to spend. No matter what kind of product 
you sell, you'll sell the most, at lowest cost, 
in Oklahoma's No. 1 Market with Okla- 
homa's No. 1 advertising combination — 
KVOO RADIO and KVOO-TV. 



'Sales Management, May 10, 1956, Research Dept., 
Tulsa Chamber of Commerce. 



RADIO 

Represented by 
EDWARD RETRY CO, 



1170 KC • 50,000 Watts 




TELEVISION 

Represenled by 
BLAIR TV 



TULSA. OKLAHOMA Chanml 2 • AAoximum Pewtr 
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WMSIf taLi's smvU «f Its I'h'st gimr iitouths of all-colin' tv 

;ilin(»t 10 hours of color a wx'ek. 30 
local, li\e and film and eight network. 
Local and national spot adverlispr? 
now using the station are enthusiastic 
ahont the niedinni and sjiol sales are 
vp 23^ r o\cr 1955. 

W ABQ had some .30.000 visitors to 
its Hall oj Color in the first four 
months, with Iraflic now a\eraging 
2.000 ca( h fi\ e da) week. 

Summing up the station s progress. 
Ilerl)u\eaux said "I am more than 
gratified hv the mounting interest in 
color t\. I am confident thai to ha\e 
used color is to he sold on it. 

"To make ihe \ iewing jiuhlic, the 
ad\erliser and other broadcasters 
aware that local color has rcall)' ar- 
ri\ed wc are conducting an education- 
al campaign which will pa) off in 
more jjrograming. advertising and 
zoomiu"; c(dor set circulation." * * * 




Corridor in WNBQ's new hall of color 

In four months of ojicration as the 
first idl-color t\ station. \V.\Rf,). Chi- 
cago, rcjiorts rcmarkahle sn<-cess in 
jjrogiamitig. sales, and in generating 
pnhlic interest. 

Jules I Icrhnveanx. MIC \ ice presi- 
dent and general manager of \\ M)Q 
~trcs^c^ that the station is telecasting 



U ff ioruts linvr'tvuue net as 

IK'lf till**.' Ot puhflv Sl't'vU'O 

iiiis Imrricatic season, radio sta- 
tion \\ II'. I'hilad('l])hia. is forming a 
inirri(ane network, 'iliis service will 
])ro\idc li-lcncrs with com|)lete infor- 
mation on a])])roaching storms. 

To fill in data from the weather hn- 
ican. Wll* will conlac 1 radio stations 
and mclcrologists located in the cast- 
< rti imrric aiM' belt area. This will al- 
low W II' to alcrl listcneis to th(> |)alh. 
and iiitcnsit\ of the storms. * * ★ 

fff(>.vi('<iii fi* .sji('(*i<if i.s'f i.s' in 
( . .S. to .sfiifh/ Icr/iiiif/iK'.v 

Manticl Lo|)('\ Vgredatio of (^»uada- 
lajara. Mexico, is \isititig \\ K.VT\ , 
Oklaiioma (jl\. tnidcr the Internation- 
al l.diKational l',x<'liatigc .'^er\ice. lie 

prodni tioti matiagct of liic Sislema 
lladii) < >nadalajara. whi(ii ojx'ratcs 
two laflio ^laliotis. \l, \\ and \l',l\. 

\gtfdano will >])cii(l three months 
•It \\K^ to ~ln(l\ radio and t\ produc- 
tion, lie will then torn radio and t\ 
-taliori-- in tiic I nitcd ■stale--. * * * 



Time & Cojii/. of Jloiuphis, 
lunidlos I'Uffio e.Yclii.vifC'li/ 

Time & Cop) , of Memphis — an 
agenc) which re])resents onl) radio ad- 
\erliser.s rc])orts that spot radio busi- 
ness is u]) over last ) car. Here are 
some of the reasons they cite for this 
in( lease: 

1. 'I he growing feeling that spot 
radio can be used to ( a])ture a basic 
market as well as to boost a regular 
cam|)aign. 

2. \(lv ertiscrs are signing for long- 
er schednles in order to nail-down the 
nH)st-s()ught after morning periods. 

.3. Radio CO])) is bettci. Man) (di- 
ents have brought their connnercial 
techni(]ties up to date with jingles, nm- 
sic and sotnid clfects which aid in 
product identification. 

1. During one week radio reaches 
7'!' r of I .S. homes in the morning, 
70' f in the afternoon, (hi' i in the 
cvetiing. During the entire da\ V>~' i 
ti.rn tli(!ir radios on. and saturation is 
90.;r ; of all l .S. homes. * * * 



K/llX iciH.s- vaNe etnitest nud 
trophy: KCIIA iriii.s the cake 

.Someone mentioned cake and Andy 
Lvnn. i)roduction nianager-d.j. at 
KYAL. Storm Lake. Iowa, thought of 
a cake baking contest. And) and sta- 
tion manager Paul Benson challenged 
KCHA. Charles Cit)-. 

Each station used available times 
and d.j. s to ask for cake pledges to be 
auctioned for charity. 

Grocer\ stores donated cake mixes, 
n.iercdiants asked emi)lo)ees to pledge 
cakes, clubs coojierated and KAYL re- 
ceived 129 cakes. All were sold and 
.^98.70 was eolkn-ted for charity. 

The winner, KAYL will receive a 
trojjb) from KCHA. The losing sta- 
tion rejjresentativ e receives a cake in 
the face. * * * 



Mfodile 3liNe' huuiUes spot 
.seffiiKj for W'ESC sponsors 




"Mobile Mike" doing on-tho-spot promotion 



Station \\'ESC, Greensville, S. C, is 
rising their "Mobile Mike." a small 
studio on wheels, as a selling device 
for their accounts. 

With "xMobile Mike" W'LSC origi- 
nates shows from the sjjonsors loca- 
tion ]jrovidiiig ijarticijmtion and as- 
suring beav) traffic. 

"To put the whole thing in a nut- 
sb.ell." savs John Daveii])orl. station 
manager. " "Mobile Mike" has prov ided 
extra income for the station and its 
value as a jjiomolioual device is in- 
estimable. 'iMobile Mike' will cou- 
tinne to travel, keeping the station call 
letters and the slogan '660 in Dixie" 
constantly before the jjublic."' * * * 

iV<'if <*€*l€ir schedule ptaiiiied 
for station W itCA-TV in \.Y. 

Thomas H. McFadden. .M5C v icc- 
])resident and general manager of 
W UCA and \\'KCA-T\ . \. ^ .. an- 
nounced a new s(dic(lnle of local live 
color tv . 

I';ilcctive Monda). 10 Se])tcinl)er, 
\\IU:A-T\ will broadcast 65',' of its 
local li\c schednic in color. Included 
is a new daih "IVx and Jinx Show 
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from 1:00 to 2:05 P.M. The evening 
block of color i)rogranis will feature 
"Eleventh Hour News." "Uncle Weth- 
hee," "Po\Nerhouse."' and "11\ Gard- 
ner Calling." 

"In the process of increasing our 
color output at WRCA-TV." McFad- 
den said, "we are not merely adding 
color to existing programs, hut rather 
ci'eating new formats. ' 

The station's schechile is in addition 
to the Network's fall plans for at least 
one major color program each week in 
addition to the s})ectacuhirs. * * * 

Disctirtletl fire ivuch is now 
vetiiruetl to ttciion by WBVF 

WRIT, Buffalo. New York, recently 
acquired a fire truck which once served 
the W'estfield, New Jersey, fire depart- 
ment. 

The big 1,000-gallon jtumper, res- 
cued from a rest camp for superannu- 
ated vehicles, arrived in Buffalo two 
weeks ago. 

Charles C. Bevis, Jr.. general man- 
ager of WBUF, said the fire truck will 
he a symbol of the station's public 
service in fire prevention. The station 
also offered the fire department use of 
the truck in any emergency as the 
pumper is still in good operating con- 
dition. 

Commissioner Dal)' replied he was 
designating WBUF as Honorary En- 
gine Company No. 17. * * * 

Briefly . . . 




Joe Kaselow (above). ,\. Y. Her- 
ald-Tribune ad\ertising news colum- 
nist has started a fi\e minute radio 
conmientary on advertising news over 
WOU. New York. The program is 
sponsored b) a radio and tv rep — the 
Edward Petr\ Co. 

WDRC, Hartford, has contributed 
>everal hundred new record>< to the 
Hartford TB and Public Health Soci- 
ety for distribution to the Cedarcrest 
Sanitarium in Connivticut. The mu- 
sical gift was arranged through 
WDRC program manager Harvey 
Olson. ' ★ ★ ★ 



WWTV 





THE press/ 



With full power af 316,000 watts harnessed to the 
1,282 ft. WWTV tawer, 48 af Michigan's 83 caunties 
naw fall within the coverage area af this mast patent 
and powerful Michigan TV station! To put your adver- 
tising and sales message into the 381,894 TV homes 
reached by the pawer-FULL picture af WWTV, it would 
require space in 71 daily and weekly newspapers 
within the Channel 13 coverage area. 

Small wonder we changed our headline. 

WWTV "TOPS The Press!" 



TOP Tower 1,282 Ft. 

JOP Power 316,000 W. 

TOP Programs CBS-ABC 

TOP TV Homes 381,894 



The 



HIGH 



s[)Ot in Michigan Telei /s/oi/ 



SPARTON BROADCASTING CO. 
Cadillac, Mich. 



Channel 13 
CBS-ABC 



Nat'l Reps. 
WEED TV 
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• JacKsonviJle 



Continued 
from 




ij, M LONG SEE 



W MHR T\'s signal gels 
around rcacliing 374.000 
area liiiine> with llie hipln-^i 
rated sIkuvs, national 
and local. 



WMBR-TV 

Jacksonville, Flo. 
ChonncI 4 
CBS Television Spot Soles 
Operated by The Waihington Post 
Broadcast Division 



Icgeidcnuiiiis to iijijirove the po.'sihle and not to add the 
iinpo>sihh'. 

He inu.^l June ]earne(L ])rohaL'ly hy l)ittei' experience, that 
he can't >alve e\eryho(l\ hy dropjiing ]H't phrase.- into die 
audio without legard to the \i(h^o — or the timing of the copy. 

So much foi- coiiimereials. As for sliows and time slots, his 
joh is at l(\ist as w()rris()in(\ |)U/zling and frn>trating. He too 
must learn the iirs and outs of film financing or he can never 
ajipreciate a somidlv organized tv o|)eration as against one 
which will mean real trouble des])ite the be>t of iiitention> 
and contractual ])ro\i?o>. 

He iiiu>t have the patience and tact to de?cribe (piietly his 
c()m|)any"s corporate peculiarities to unintcre.'^ted film moguls 
and film stars. After he jierforms this last chore, he must fol- 
low n|) to make sure that the end jirodnct, in every seqiHMice. 
hews to com|)ain policy, a problem often e(|iial to all seven 
of the labor.- of Heicnles. 

And when hi? big >tar or name writer can't under.-tand 
why a drug company doesn't want to become associated with 
a plot that revolves around poisoning or the cigarette coiii- 
|)aiiy isn't intrigued by a tear jerker ending with death via 
cancel', oui' boy has to be firm and friendly at the same time. 
He niu-t know the vagaries of tini(d)iiyiiig and be able to 
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explain why Mr. i're>ideiit can't ]u>\ walk in and buy 9:30 
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]).ni. the way competition did. Al.-o why he or his agency 


t>aine>\ illi-. |-"la. 


100':^ 


997f; 


eau't think u|) (he |)roper show for the time spot liini.-elf in- 
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>tead of putting his com|)aiiy at the mercy of a lot of foreign- 


linin~\\ ick, (ia. 


loo-;;. 


1007c 


ers from (California. 
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It'.- a rough deal. Maybe this is why theie seems to be 


W a> < ro^^. (",a. 
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more rapport betwixt ad managers and agency folks than 


<77 iTiile>l 






heretofore. They share the same bed of nails. * ■*■ * 
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SPO^'SOti to sponsor: probleiit solviufi 


Imi 1 I <.i)t rrnii 


; Jan. l</')6 





For some solutions to the problems rai>ed 

by Uob see: l*r<\>^<Miliiij; a t> coinincreial. 

the .-tory of the stor) board, |)age 38, and 

])ait tuo of 10 iiiichviiiliM' lu>:nlaelu> yon can 

^la^l lo liek now, a rundown of annual ills, 

])age 31 — both in this i--ue of SPONSOK. 



.2 



Sl'O.N.sOl! 



'A SKi'riCMincu 19.56 



HOW 

TO ROAD-TEST 

A WEEKLY 

27 ■ 

OCTOBER H 



On the niominii of 15 July, exactly three month 
and 12 da\'s before the switch from bi-weekly t 
weekly, sponsor's editor and publisher set out on 
lonijr trek. Purpose: to road-test the new thre 
dimensional weekly formula and Q(^t reactions ti 
the weekly dunim\' for the first time. Wha 
h.?ppcned durinp; the fi\'e-week swing, as well a 
what was i^oine; on at home to prepare for thi 
weekly, is set forth in this factual report. 

1. Wc traxeled b\' automobile for iz;reatest mobil 
ity. 0\'cr the fi\ e-week span w e passed throui^h 1 
states and visited station owners, nianai^ers, an 
ai2:enc\' e\ecuti\'es in the followini^: cities: Whce 
insT, Steuben\ ille, Columbus, Cincinnati. Loui. 
\ ille, St. Louis, Kansas City, Topeka, Wichitt 
Tulsa, Oklahoma City, Dallas, Fort Wort!' 
Wichita Falls, Lubbock, Temple, Austin, Sai 
Antonio, Houston, Shreveix)rt, Little Rock, Men 
phis, Nashville, Chattanooga, Knowille, Fluntni 
ton, Charleston, Oak I lill, Beckle\', Harrisonbur 

2. Our welcome e\'erywhere was heartwarming 
attesting to the high prestige which the bi-wcekl 
SPONSOR had built over its lO-year span. Deck 
were cleared, in man\' instances group meeting 
were arranged in order to acquaint all interestc 
personnel w ith the weekly plans. 

3. Hie reaction to the weekh' i)lans and the thret 
dimensional formula as refkcted in the dumni. 
was overwhelmingly enthusiastic. Fverx'one wa 
ania/ed to learn that we were embarking on . 
completeh' new trade paper concept built aroun* 
a use triunix'irate of use articles, use department?' 
and use news. We found that many readers hai 
been concerned that our use articles which mean 
so much to them might be weakened when we wen 
weekly; they were delighted with the plans fo 
strengthening and streamlining them. Most of al' 



HOW TO 
ROAD-TEST 

A WEEKLY 



ley were impressed with tlie newsletter blueprint 
;liich guaranteed a full-bodied weekly wrap-up 
n depth for busy executives. 0\'er and o\'er again 
/e heard: "Congratulations, ^'ou can't miss." 

I. Many editorial suggestions and improvements 
vevc gleaned from the field. Some of these alread}- 
lave been added to the weekly blueprint. But, most 
mportant, was the stamp of approval gi\en key 
acets of the new formula. We now knew for 
ertain that we were satisfying an urgent need. 

). The advertising response was exceptional, too. 
ponsor's advertising director joined the trek for 
wo hot weeks in Oklahoma, Texas, Louisiana, 
md Arkansas during which he signed numerous 
|:ontracts and was promised many more. During 
,his period of the trip, and since, several advertisers 
ncreased their space. 

K 

>. At home, while the summer was waning, spon- 
I .or's editorial staff was being rapidly strengthened 
jind trained for the weekly operation. An outstand- 
ng weekly specialist had been retained to analyze 
)ur editorial operation, coordinate with our printer 
n weekly planning, and orient the staff. This work 
s presently going on and will continue until 
';everal issues of the new weekly have appeared. A 
;easoned news analyst, well respected in our field, 
tvill head sponsor's important use news operation. 
Additions have been made to the use article staff. 
Every day from now to W-Day sponsor will be 
;road-testing. We expect to bring advertiser and 
'agency readers a weekly wrap-up in depth which 
both surprise and thrill. 




OUR 10th 
ANNIVERSARY 
ISSUE, ALSO ( 




lOth year oj useful u ess for 
tv and radio advertisers 




WREX-TV 

ON TOP 
157 to 11! 

WREX-TV 
leads in ^^ 
hour periods 
from 6:00 P.M. 
to midnite 

All 48 of the top 48 

once-o-week shows ore on 
WREX-TVl 

57 of the top 59 

once-o-week shows ore on 
WREX-TV! 

All 15 of the top 15 

multi-weekly shows ore on 
WREX-TVl 

Focts from the April 1956 ARB 
Survey prove conclusively thot 
WREX-TV continues to grow in 
fovor with the ever increosing 
number of viewers in this 10 
county billion dollor morketl 

WREX-TV 

ROCKFORD • ILLINOIS 

channel 13 

CBS • ABC 
AFFILIATIONS 

represented by 
H-R TELEVISION. INC. 



mil. sm)i\soii Conn.,./) 

-creened .-oiiie 20 epi^O(]e^ of Navy Log. liought the show 
on })a.-is of llu\-o .screenings and is slotting it into ABC 
TV. WVdne^days 8:30-9:00 p.m. 

"^^'^c"^e still sold on that half-hour following Disney- 
land." says Garratt, adding candidly. '"It's been a troiihle 
>pot so far.'" 

\either MGM Parade nor The Dunninger Show (pre- 
viouslv >h()\vM in that period) ever surpassed a 20. Gar- 
I'att is confident that i\avy Log will do much better. 

■'Of cour.-e, we don't necessarily buy media by the 
slide rule,"" says Garratt. "Buying air time strictly on 
the l);i>is of co>t-per-l .000 can be a trap. In a number of 
in>taiices, loj)-rated >how> ha\e failed to move goo(l>. In 
tele\ ision, our -election of >ho\\> repre>ent> a coordina- 
tion of media buying with our o\cr-all marketing ohjec- 
ti\e>."' 

American 'I'obacco Co. does want broad adult-a jij)eal 
>how>. of course. At the same time, the company want> 
program- that will attract younger pcopl(% the newer 
smoker- or tbo-e about to start smoking, "peojile we must 
reach to keep growing."" 

Ibis fall will >ee Pall Malls continue their >j)on>or>hip 

of r>ig Story on \BC TV 
for the ninth consecutive 
s<nno lop rated vear. jilu- the new Buddy 

ilackctt -bow on NBC TV 
shoHS hare failed lo Monday nights. The cigar- 

more prtnlncls brand will al>o continue 

bankrolling Dong Ednards 
and the Xeus on CBS TX. 
"Mr. Halm and I. together with the agency, feel that 
ihe Ar/rv Log program will be a great addition to our 
ad\erti>ing and trii-l that we will gi-t a rating on thi- 
>bow that will reflect our confidence in this time jxM'iod."" 
sa^ > Carrctl. 

Many x-recnings of the -how were held in yVmerican 
TobaccoV idlra-modern conference room, e(jnij)j)e(l with 
>tercoj)hon.ic sound })liis a control j)ancl that ha> room for 
ga(lg(>ts t\ engineers baxeiTl even (le\ (doped \ct. 

"I'll tell yon who's hapj)iest about our buying Xai ) 
Log," Crarratl added wilh a grin. '"That's my w ile. Slic 
and I were in the Navy together, \oii know." 

Garralt's a tall, slender, \oiilbfnl looking man in his 
I'ortie-, with sib cry white hair and a Henry Fondaish ease 
of manner and movement, lie met his wife when she. 
then in the \\ WES, Indpcd him in bis caj)acily as Na\\ 
p.r. o(hc(M'. 'I heir lo\'e of things maritime is translated 
these days into water skiing behind their 23-f()()t boat o(T 
\niit\\ille. L. I. A portable radio goes aboa.rd. 

"\\ regnlarl\ incbide sj)()l radio in our national ad 
jdans." says Garrelt. '"W'e usc miimle annonncemenls in 
more than 200 markets and step np our frecjnency if sales 
get sluggish. Last December, for e\amj)le. 1 slej)ped up 
our \ew York schedule to 600 announcements weekly 
and got a rising sales cnr\e within the month." * * * 
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KING'S POLL GALLOP 



The results of Radio KING's Poll Gallop, staged 
at Seattle's Longacres Race Track, were 
somewhat inconclusive. But as a typical 
demonstration of KING showmanship they 
pleased both parties and the independents too ! 

For conclusive evidence of KING's 
domination of the important Western Washington 



market, however— check any nationally 
recognized survey, the latest 18 Western 
Washington county pulse, for example. You'll 
find Radio KING in strong leadership. 



Radio KING— 1090 KC 
ABC— 50,000 Watts 



FIRST IN SEATTLE 



Radio KiNG 



I 



RADIO 




no matter 

where 
people may 
be! 




Politz finds...* 

. . . that RADIO acquires its 
huge oudience becouse it is 
olways avoiloble to people ot 
oil times, in ail ploces ond no 
matter whot else they may be 
doing. These millions in 
rodio's daily audience listen 
for an averoge of 3 HOURS 
per odult listener, PER DAY'. 

In Southern New Englond — 
where the averoge income per 
family is 14% above the U. S. 
overage — between 7 ond 10 
A.M., 63.3% of odult rodio 
listeners ore in the kitchen. 
Another 17.2% are in outo- 
mobiles. Almost 4 TIMES as 
many are listening to WTIC 
as to any other station serving 
the areo. 

* Alfred Polilz Research, Inc. 
Por Cf)mplftc infonn.'ttiun on thin 
rich Souditrn New I'^ngland 
MnrJtc-t , , . 

call CHRISTAL 

or write directly to 




i.iiiitiiiiit'd 
from 
pane in 




"♦>• an*"" 



HARTFORD 
CONNECTICUT 



coiiix". llic DeTiiocitilic Coiivt'iilioii. Switoliiug from channel 
2 to 1 to 7 to I to 2 i>, of conrso, no fair basis for making a 
coinjiarisoii as to uhirli of tlie lliree \vel)s did the be.>-t job 
with \hc conclave. entirely i)o»il)le. even over almost an 
entire week, tluit while a viewer is on a given channel, an- 
other web may be executing a |iartienlarly imaginati\'e and 
skilled chnnk of coverage. 

\\'ith that (lualification. however. I did get the impression 
that CBS did the mo>t daring and imaginative job with the 
Deinoeralie shindig. Sig MickelsoiTs crew, ably anchored by 
Waller Cronkite, seemed to duck a good deal more of rou- 
tine s|)eeches and procedures than did NBC or ABC. I espe- 
cially a|)preeialed their s|)eeial interviews and commentary. 

It >eems to me that one of the problem.-, which political 
|)arties must face in telecasting conventions, is this: How do 
yon coinince the viewer at home that the speeches of party 
brass have any meaning or significance, when the camera is 
plainly showing that practically no one in the Convention 
riall (least of all the |)arty"s most important members) are 
paying the slightest bit of atlenlion to the >|)eaker? 

On \\ ednexlay night, a- one typical exam|)le. all the while 
the |)arty"s jdalform |)lanks were being presented by impor- 
tant Democratic officials. Harry 'J'rnman. Sam Rayburn. Panl 
Douglas, Herbert Lehman, G. Meniien W^illiams and other 
major figures huddled and ])lolted and ])lanned their re- 
sj)ective strategies involved with the Ci\ il Rights. The cam- 
eras |)icked them up. one whis|)ering group after another, 
while the speaekrs drouetl on and on. 1 can thing of nothing 
calcidaled to convince imjiartial viewers that the s|)eeches 
made at the Convention are meaningless and nnworthy of 
anv consideration than this inattention on the part of the 
("oiivention bras.s and tielegales ihenisehes. 

\l any rate, just as il was my feeling that CBS did a slight- 
ly more imaginative and exciting job than its rival webs, just 
so did I feel thai Weslingbouse's commercials were more 
eflVctive than those of Philco or Snnbeam. Betty Fiirness 
and W^alter Brooks were in rare form and the copy was pre- 
cise and convincing. 

Il was ol)\ ions, from a number of easily observed key ele- 
ments, that Leonard Reiiisch, in charge of tv for the Denis, 
did a suj)erb job. The dra|)es behind the s|)eaker"s stand, 
and the way in which the rostrnm was lit made each s|)eaker 
stand out clear and shai|) on home screens. And the ingeni- 
ous placement of the tele|)r()mpters made each speaker, no 
matter how iiie|)t, appear to lunc studied his speech well. A 
\ahiable man, Leonard. 1 ho|)e they a|)|neciate him. * * * 
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/idierliseiiient 

Uranium Mine In The South! 

By Uarold Walker 




Are \ ()u enlerlaiiiiiig the notion of 
investing in the stock of some Uranium 
Mine? Weil, of course, liieres al\va\s 
the wistful ])ossibilil\ that you might 
hit lucrati\e traces. But, it's smarter 
to take the realistic \ iew. So, give con- 
sidered thought to investing in a sound 
husiness ])roposition. nhich has the 
profit potential of a uranium mine — 
the untapped resources of the Negro 
market in the South, slaked primarih 
1)\ the \egro radio station, W'DIA. 

Coiieeiif rafcfl Coverage 

\\ DIA hits pay-dirt on top national 
atcounts, for this top regional outlet 
hits a Aast market, which mass media 
miss entirely. W ithin Memphis and ad- 
jacent trading zones, there is one of 
the heaviest concentrations of Negro 
population, percentage-wise, in the 
United States. Almost one-tenth of all 
the Negroes in the country reside in 
the Menijihis area. 

With its 50,000 walls, WDIA covers, 
and makes contact with a total of 
1.237.686 Negro consumers. Due to 
the low readership count, the only \\a\ 
to reach this concentrated group is h\ 
air media. According to recent survey, 
1 \' ownership in Negro homes adds 
up to a iiegligihle percentage. Obvi- 
ously, then, radio is the medium for 
penetration — and, WDIA, a power- 
house of pressure, is the most effective 
regional station for merchandising na- 
tional ])roducts! 

Filiaiieial Status 

Due to an un])recedented payroll, 
from lalel) developed industry, the 
financial status of the Mem])his Negro 
is at an all-lime high. The per capita 



income!, relati\e to white, exceeds that 
of the Negro in nn\ other major cit\ 
of the nation. It is approximately 
double the per capita income of the 
\egro in Detroit, over three times that 
of the Chicago Negro, and more than 
five limes that of the New York Negro. 
Specificnllv, the Negro jiopulatioii of 
Mcm])liis has a quarter of a billion dol- 
lars to spend — and is willing to spend 
it on marketable niercliaiidise, such as: 

f{ii'i>raiifr ftiii> . . rot >fir/.- . . 

Cheer . . Sal llepatiea . . /Xrritl 
. . 11'ric;fi'i; fiiiiii . . Essi» . . Forcf. 

These are all name-brand connnodilies. 
which W'DIA A'ends for national clients, 
on a regional basis, at profits that are 
staggering — and from a market, mind 
\ou. almost untapped by national press 
and T\' media. 

If )<)Ur operations include products 
in the consumer field, consider the im- 
pact made upon 1,237,686 ])oleiitial 
bu)ers. by Negro announcers, enter- 
tainers, consultants — salesmen, all! 
Listeners react to suggestions and ]ier- 
sonalized sales messages, deli\ercd b\ 
the all-\egro staff, in a concrete Avay 
. . . with action at points-of-purchase. 
The proof? WDIA consistently carries 
a larger number of national ad\er- 
tisers than any other radio station in 
Memphis. If you want your share of 
that quarter billion dollars, let Vi DI A 
])lan )our program! 

Effective Prugraiiiiiiiiiji' 

All-Negro shows on WDIA are "cus- 
tomized" to awaken intellectual and 
emotional responses, reflect traditional 
tastes, stimulate loyally to a given prod- 
uct through the performer involved. 
Programs vary in subject from musical 
favorites to news and inspirational 
chats. Slavs range from ]iopular vocal- 
ists to home economists. All deli\er 
solid entertainment, in a style familiar 
and acceptable to Negro listeners. 
They appeal, in a ])ersonal w a) , to the 
colored sense of res])onsil)ility in sup- 
porting the product they represent. 
The tremendous response to this cus- 
tomized progranmiing is e\ idenced b) 
the fact that WDIA has increased its 
annual gross dollar \'olume o\<'r 
600^^ ! 

Fiisli i^larket 

WDIA has all the elements for a 
first-rate market mix. With a seiisi- 



ti\it\ to changing conditions. \\ 1)1 \ 
con\erted, in 1 9 18, from a convention- 
al station to an exchisi\ e-for-Negroes. 
enterlaiiunenl center. \\ 1)1 A incor]io- 
rates into its schedule a public rela- 
tions service, which ]iromot<;s the in- 
terest o{ Mem])his Negroes in all its 
home. ci\ ic. so< ial, and economic pro- 
grams. 

As a result of this close association 
with the Negro interest, WDIA has a 
phenomenal contact w ith, and com])re- 
hension of. the emotional, social, and 
economic needs of these colored cit- 
izens, who make up A'^''o of Mein])his' 
total po])ulation. This understanding 
is translatable into cash. For instance. 
WDIA is cognizant of the motive that 
impels these Negroes to show a con- 
sumer ])reference for premium-brand 
goods. So they bu) the best! 

WDIA not Old) understands con- 
sumer-altitudes in this sj)ecialized mar- 
ket, but the station also has singular 
know-how on advertising techniques 
for these particular customers as well 
as methods of ap])lying them with 
maximum eirecti\ eness. 

Audit the statistical records WDIA 
has made for blue-chip, national ac- 
counts in the de\'elopmenl. distribu- 
tion, and sales ]iromolion of name- 
brand lines. Let \\ DIA show \ ou how 
this station can integrate your market 
problem, operational structure, and 
]jr()fit objectives into its own plamiing 
and service. With its specialized 
strategy, \^'D1A can promise you un- 
paralleled opportunities for innnedi- 
ate response . . . can indicate new di- 
rections and growth potential for the 
future in the unmined. Mem]ihis Ne- 
gro market! Send \our inijuiry for 
details, on ) our letterhead, now . . . 
and ask for a bound cojiv of, ■'The 
Story of WDIA!"' 

\\ DIA is represented nationally b\ 
the John E. Pearson Com])an\. 




Manager 



HAROLD WALKER, Commercial Manager 
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WINTER HEADACHES 

I Continued Irorn piiife 35 I 

ladiol^ l)Ufin('» maii;i_i:t>r iieiuTallv 
\u>i-k< from the li-l of stations houulit. 
u itli the date of tlic likt'h l ate incicase. 

ou fi,i:urc on tlu- l)a^i> of tlir la>t 
rate iiurca>-c."' sa\s Kiidiiers \1 Reib- 
liiif:. iiiaiiaiii T of tlie radio-t\ depait- 
iiuMit. ""In |)ie\ioii> \ears. we iiciioial- 
1\ u-i'd up to 10' ( as tlie j)rojc( tcd rate 
increase, lint on tlie basis of hi>t \ear > 
lijiines. our |y3() a\eraiie is (b)\\n to 
.")' , of tlie oriiiinal time ('o>t. 

Some a<l\ ei"ti>inj; manajiers j)rcfer to 
estimate iat(> inerea.-es more generoiis- 
1\ tlian tbe basic mininnnn anticipated, 
in order to use tbe unie(|nired funds 
foi' additional station- or sj)oradic sj)ol 
-■•< liednles as tbe need is indicated b\ 
tlie sales ft)rce"s rej)orts. 

'"Don't forjiet tliat \on j)lan \oiii" air 
;:d\ eiti^-iiiii for fall in tbe spriiij; or 
earlier on tbe basis of jjrojections made 
from la>t \ ear's sale>- pattern. " a l}ri>- 
t()l-\l\ers al e\e(uti\e told Sl'OiNSoU. 
■" 1 ben ill nii(l>eason, vou start to fiet 
tbe reports from salesmen wliicb sliow 
\i)n how accurate \our planning; was. 

on \ e got Jiioic np to dale material 
on co>t and c-o\era<ie. (We're eonduft- 



injr sucb a >lud\ rigbt now.) And at 
tbat time, it's nice to ba\e funds for 
|)uttinji extra weipbt into 20 additional 
iiiarkets. according to tbe sales depart- 
inent s latent information. 

Since it's more dilTicult to estimate 
tbe cost (jf additional markets opening 
up. for example, tban tbe likeK rate in- 
creases in tlio>e alreadv bonglit. many 
ad managers leave aside a >omewbat 
inflated time co>t budget to be used for 
unanticipated additional stations. 'Ibis 
\ear tbe additit)nal time cost j)ro\ ision>- 
range between fi\e and 10' ^ of tbe 
original cost of bu\ ing tbe stations. 

In buving .-pot t\ campaigns, tinie- 
bu\eis make uj) tbeir original estimates 
to include anticipated rate eard in- 
<'reases. Fnrtbermoie. tbe\ figure 
K-bedules not on tlii' basis of package 
discount deals, but on a strict ad- 
beieiice to tbe rate card, iu order to 
a\oi(l ba\ ing to cut coi ihm's once a 
scbedule is on tbe air. 

"W'e base estimates on maxiimmi 
cost." a 15HD0 buyer said. "It's easier 
lo go to tbe ( lient witb mone\ left over 
Irom a camjjaign tbat <-an be used to 
>tej) up tbe frequency of tbe announce- 
ments in s(jnie major markets, ratber 
tban tr\ing to get an additional ajjpro- 



jjriation after \our estimate ba;- been 
approv ed. ' 

• Rising talent costs — W bere tbe 
cost of talent is concerned, admen ^ay 
ibat two different cost increases sbould 
be anticijjated. The first increases re- 
sulting from union contracts, is rela- 
ti\el\ easy to anticipate. Admen know- 
when certain cf)ntracts come up for 
renegotiation. \nd most t\ union 
contracts today are negotiated ou tbe 
basis of two-\ear periods. ?o that a 
client need rarely worr\ about a <-on- 
certed cost increase affecting all tbe 
talent and labor he emj)lo}s in bis 
fbow and commercials. Union con- 
tracts are up for renegotiation at 
staggered times. 

W bile it's not so eas\ to anticipate 
tbe demands and outcome of tbe ne- 
<;otiations. an advertiser can count on 
ample notice of cost increases. Where 
-how talent is concerned, the biggest 
cost factors are, of course, not the scale 
performers, but those witb individual 
contracts. The effect of scale increases 
upon indi\ idnally negotiated contracts, 
however, is usualK slower in making 
it^elf felt. 

Fre(juentl\ in network tv particular- 
ly, there's need for another tyj)e of 
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CITY 4 STATE 


CALL 
LKTTERS 


CHANNEL 
NO. 


ON-AIB 
DATE 


ERP (kw)*' 
VliutI 


Antsnna 
(«)••• 


NET 

*rriiiATiON 


STNS. 
ON AIR 


SETS IN 
MARKET* 

iOOO> 


PERMITEE, MANAGER. REP 


EL PASO, TEX. 


KILT 


13 


29 July 


5 




KROD-TV 
KTSM-TV 




McClendon Invtstment Corp. 



fff. iVeto applications 



OITY 4 STATE 


CHANNEL 
NO. 


DATE 
FILED 


ERP (kw)** 
Vlwial 


Astoau 

(ft)"' 


ESTIMATED 

COST 


ESTIMATED 
I8T YEAR 
OP, EXPENSE 


TV STATIONS 
IN MARKET 


LUBBOCK, TEXAS 


5 


18 Aug. 


100 


705 


$325,032 


$500,000 


KCBD-TV 














KDUB-TV 


LUBBOCK, TEXAS 


5» 


18 Aug. 


11.1 


444 


$88,189 


$36,000 


KCBD-TV 



APPLICANT. AM ATFILIATI 



C. L. Trigg, 1211 N. Whitakcr. 
Tf las 



Tcias Tochnologlcal Collcgt 



KDUB-TV 



BOX SCORE 

(J. S. stations on air 2.»/{ 
Mnrkfls covrred Hi'2 



•Both new t.p.'i and itatlonj KOlnc on thf tlr listed here are those which occurred t 
1 .^UKUsI anil 2S .\uiiusl or on which Irformsildn could be ohlalned In thai pcrloO. S 
ire conjidered to be on the air when commercial operailon iiartt "EffeetKe radlat*rt ,i 
Aural power usually Is one-half the visual ptwer. •••Antenna helKhl above areraee ter'iilj 
above sround), tinlormatlon on the number ol leii in markets uncre not deilcnaied 
rrom NBC Ilciearch, consists or estimates Ircm the iiailons or repf and must he deemed 
mate. {Data rrom N"BC Ilesearch and PlnnnlnK. NFA: .No Deurei available at rtj* 
on leti In market. 'Community would support proposed lower-power station at least thri-f W 
or until such time ai It becomes seir-sustalnlnK. 1'rcsently off air, but still retaloi!' 
SNim commcrelal. 'Above ground. 
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at the Polls! 



When all the shouting is over and the last 
campaign speech has been made, isn't this 
what all the struggle is really about? 

You and your neighbors are going to march 
to the polls November 6 and settle things the 
American way. 

Not by fists or by force, not with a penalty 
if you don't vote, or the secret police checking 
up to see if you did. 

You'll vote because it's the thing to do. 



Vote as you please, of course — but vote. 

Vote for the party and the candidates you 
honestly believe will represent you best. 

But also vote because you believe in this 
democracy of ours and you want to keep it 
the way it is — a country where you can have 
your say and nobody else can say it for you. 

Everybody you know 
will be there. />1-''; 

We'll see you at the polls. ■ 



VOTE NOVEMBER 6th! 




SPONSOR • 3 SEl'TEMBEH 1956 



81 




ONE WILL do; 



One station — WBNS Radio — drops sweet- 
spending Columbus and Central Ohio right 
in your lap. WBNS delivers the most listeners 
. . . twice as many as the next biggest station. 
The most and also the best. With 20 top Pulse- 
rated shows, WBNS puts push behind your 
sales program. To sell Central Ohio . . . buy 
WBNS Radio. 



CBS FOR CENTRAL OHIO 

Ask John Blair 

The number one Pulse station 
covering 1,573,820 people with 
2 Billion Dollars to spend. 



radio 

COLUMBUS, OHIO 



( oiUiii^ent\ budget to oo%er lalenl 
co^ls, slcniniiii<! from a need to improve 
the client's sliow. Such an extra talent 
sllowanee is still more difficult to esti- 
mate. Furthermore, its usefulness 
hinjios upon the contract, which, in the 
case of a fall show, would he negotiated 
and signed some months ago. But. 
j\Trtieularl\'. if the client s show is a 
li\e one and the contract specifies final 
client O.K. on sc-ripts and talent, agen- 
cymen suggest that clients set aside a 
contingency budget for show improve- 
ments as the need occurs. 

• .\eed for greater commercials e.\- 
pemliture — Here agency opinion varies 
considerably. 'J'here arc the advocates 
of nine-months pre-planning who feel 
that the need to amortize the vast origi- 
nal expenditure leaves little room for 
flexibility. And there are the advo- 
cates of flexibility, who prefer plan- 
ning commercials no more than six to 
eight weeks ahead. In the latter case, 
I he budget needs to be more flexible as 
well. 

■'Ever\ one has about a lO'^i con- 
tingency budget, which the ad manager 
usualK holds out.'' sa)S Rod Erickson. 
v.p. at YS,R. "Actually, there's even 
more of a range, in the cost of com- 
mercials production than in shows, and 
any financial cushioning against an 
emergency must be correspondingly 
greater than in the case of time costs, 
which can he anticipated, and talent 
costs that aren't a surprise either. " 

E\en if film commercials are made 
as nmch as six months in advance, the 
wis-e client, admen agree, does keep 
nside an extra budget for commercials. 
While his seasonal needs may be co\- 
cred in the original filmed series, there 
mav be a new discover) in the making 
or marketing of his product that makes 
}! iRH'essary for the advertiser to recog- 
nize the development in the form of 
new and additional commercials. 

Furthermore, a client's eonnnercial 
may conceivably catch on so well that 
there'll be need for more films, varia- 
tions of the original one. because hit 
connnercials saturate the audience 
more (juickK than the average com- 
mercial. 

7. Uow do you on iirlnork in 
Jtnmary? The chief problem in work- 
ing toward a January network debut 
i? the fa< t that time is tighter in winter 
than fall. Also, the agenc\ has less 
time to shoj) around for a good slot 
I than in a September campaign. 
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The ageiiC) geiiciall) has aiiij)le time 
to shop for a show for January, and 
frequently starts tliis job as early as 
Fpring. But the (jnestioii often as late 
as Noveniher or Dtx^eniber — still re- 
mains: W here are we going to jiut 
the show? 

There are concrete steps the agency 
and ad\ertiser can begin to take right 
now : 

• Shop earl) for a proj)ert\ . If you 
ha\en"t already signed up a show, 
\ou'll be handi<'aj)j)ed in your efforts 
to clear time for it. 

With network lineups firm for fall, 
you've got a good perspecti\e on the 
t\pes of shows j)rograming experts an- 
ticijjate as i)oj)ular. This should guide 
}our choice of j)rograining for Jan- 
uary. For example, if it's a season 
that's \ery heavy in Westerns, you 
might be taking a chance by buying a 
Western for a January start. There's 
a possibility, when a particularly large 
number of Western dramas are already 
on tv, that one or two of the weaker 
ones might drop out by winter. If 
your show is a Western too, you would 
then find it harder to clear time for 
your program, since the networks 
would ba\e seen one or two shows in 
that category tlie. 

In other words, it's easier to know 
the year's show preferences when 
you're buying for January, because 
)0u've had the fall lineuj)s to guide 
you. But it's more dangerous to hop 
on a popularity bandwagon, because 
your predecessors ha\e the edge on you 
where building audience is concerned. 

• IF alch network shotv ratings and 
Icep eyes peeled for trouble spots. 
Winter network lineups will be up in 
the air for some time to come, but you 
can start "keeping ear to the ground 
and money in band"" so that you can 
be ready to jump in immediatelv when 
the opportunity comes up. 

Says FC&B's radio-tv \ .p., Roger 
I'ryor: ''January campaigns are much 
tougher to plan than fall, because they 
hinge on fall cancellations, whereas fall 
plans are made independently by the 
nets. The most effective thing you 
can do is keep your ear to the wind- 
ward and try to second-guess what w ill 
happen by the end of December."' 

It's never too early to interest the 
networks in the property for which 
you're trying to buy time. The more 
convinced network executi\es are of 
its possible success and popular appeal, 
the more likely they are to give you 



More Now Than 




Ever Before 



• • • 



WFBC-TV 

SWAMPS COMPETITION 



"The Giant of 
Southern Skies" 



IN CAROLINA 



S COUNirPULSE SURVEY 



• WFBC-TV had all 15 of the 'Top Fifteen Once- 
A-Week Shows"! 

• WFBC-TV had all 10 of the "Top Ten Multi- 
Weekly Shows"! 



THE PULSE, INC. 5-COUNTY AREA TELEPULSE SHARE OF 
TELEVISION AUDIENCE JUNE 1-7, 1956 





TV SeU 




Station 


Station 


Station 


Other 


Time 


In Use 


■WPBC-TV 


B 


0 


D 


Station! 


SUNDAY 














12 Xoon-6:00 P.At. 


28.8% 


56% 


22% 


13% 


57o 


4% 


0:00 P.M.-Midnight 


47.6% 


52% 


22% 


15% 


8% 


3% 


MON. THRU FRI. 














7:00 A.M.-12 Noon 


14.6% 


61% 


3l7o 


s% 


0% 


0% 


12:00 Noon-G:00 P.M. 


23.47o 


63% 


18% 


15% 


4% 


0% 


fi:00 P.]M. -Midnight 


44.4% 


51% 


18% 


15% 


12% 


4% 


SATURDAY 














8:30 A.M.-12 Noon 


25.0% 


61%, 


sr3% 


0% 


4% 


0% 


12:00 Noon-6:00 P.AI. 


24.97o 


47% 


25% 


9% 


16% 


3% 


fi:00 P.M.-ilidnight 


52.6%, 


55% 


18% 


15% 


8% 


4% 



*The five counties are Greeuville, Anderson, Greenwood and 
Spartanburg, S. C, and Buncombe (Asheville) N. C. . . . counties 
with Population of 611,400; Tncomcs of $787,290,000; and Retail 
Sales of $549,606,000. 

For further information about this PULSE Survey, and about 



the Total WFBC-TV Market, eon- 
taet the Station or WEED, our 
National Representatives. 

WFBC-RADIO (NBC AFFILIATE) 
is Represented 
Nationally by AVERY-KNODEL 



NBC NETWORK 

WFBC-TV 

Channel 4 Greenville, S. C. 
Represented Nationally by 
WEED TELEVISION CORP. 
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WFBL 



SYRACUSE, 




FOR 

MORE SELLING POWER 

IN THE 

EAST'S FASTEST GROWING AREA 

• WFBL has brought a 14.9 share of radio audience 

to 30.4* — proven selling power that is 
going up . . up . . and up! 

• "Syracuse is the east's most rapidly growing area" 

— preliminary findings. Economic Re- 
search Council of Metropolitan Syracuse. 



Ask PETERS, GRIFFIN, WOODWARD, Inc. 
for details about WFBL — The BIG Station 



"Hooper Share of Audience, July-August 1956 over April-May, 12 n. to 6 p.m. Mon. 
thru Saturday 



Olio (if tlic Koniiilcrs < '(iriiiinition's (Iroiip of .'^tntions: 

A sso<i;iti'(l with Kl'OA ••ind the IiitiT Tsliinil network, Honolulu: 

WTI-A, IMiiit. Mi.-h.; and KTVr{, Clianncl 2. Denver 




d crack al one of tlie firs-t a\ ailabililies. 

• Begin beating tlie drums earl\ 
u liere sliow publicity' s concerned. Tliis 
maxim Avorks into the problem of pav- 
ing the way for <roo(l availahililie?. 
ixiglil now is the time for formulalinii 
plans for the puhlicitv and promotion 
< ampaign thai x ou'll use for \onrsho\\. 
And don t forgel that this mav he an 
added wedge into prime nelwork lime. 
I he lime salesmen realize that \our 
projecled pnhlicil\ campaign can mean 
ihe difTerence between a slow or a fast 
I start for ihe show. Beyond insuring a 
■ high-gear start for the program \ou"ve 
bought, it can also be a constant differ- 
en<-e of a few rating points as you go 
along. Show an awareness of exploita- 
tion possibilities from the earliest in- 
{|uiries about network limebu\ing that 
\ ou make, and \ou 11 inspire confidence 
in the nelwork. l'nbli<'it\ alone can t 
:riake a su<xess out of a flop, but it 
can build a hit faster. 

8. Iloir yoii iipfirtide spot srhrd- 
uIps: Agency timebu\ers can't e\er 
afford to relax on this score. The time 
to begin improving a client's schedule 
is from llu^ moment the original sched- 
ule is >el. This proces> of impro\e- 
ment inxoKes several basic and con- 
tinuous steps: Maintaining good sta- 
tion relations, keeping in touch with 
the re])s, <-oMtinuous shopping for al- 
ternate schedules. 

Media men and ra<lio-l\ execuli\es 
both realize that class "A"' schedules 
aren't bought, the\'re built. Part of 
the job for the agenc\inan contracting 
for a fall sehedulc, therefore, is to sell 
stations on bettering his a\ ailabililies 
and to apprise the client of the efTort 
' he's making in his behalf. 

Actually opening new and tight 
markets to a client's network show and 
i:npro\ing spot schedules often re- 
quires the same approach. In the 
former ease, the agen< \ man is fighting 
prime nelwork aililiation quite often, 
and his major sales point is the ratings 
the show s bitting in other and i-om- 
jjarable markets. 

Where announcement schedules are 
eoncerned. the timebu\er's biggest 
weapon is the size and steadiness of 
the campaign. ()l)\ionsl\ a station will 
make its choii-e time more readily 
available to the long-term, heav\ ad- 
\ertiser than a sporadic, light new- 
comer. 

Hut knowing of a\ ailabililies ahead 
of the comijelilion doesn't cease to be 
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a gocicl bargaiiiinj; point. And un tliis 
score, the advertiser is in the luuids of 
the restless and and)iti()ns tiinebuyer 
w'lic) lets rep and station know that lie 
doesn't forjiet a cainpaign oiu'e it's on 
the air. 

■'That's the time when ealeulating 
takes second phue and negotiation be- 
gins." one JW'T media man said. "And 
there are se\eral ways to sta) informed 
on how well \oiir client's doing com- 
pared to the ideal sohednle he might 
ha\e. For one thing, I iry to keep 
abreast of other accounts within our 
shop, particularly those in the same 
market. You'd be surprised at the 
nuiid)er of openings I've been able to 
scout out this w a) . After all. it's given 
nie a chance to know cancellations be- 
fore the rep or station could. Another 
wedge into prime time is keeping rep 
and station informed of the sales re- 
sults we're getting from existing sched- 
ules. After all, good sales mean a re- 
peat contract to the station and rep. 
He's as interested in gi\ ing \ou the 
most eflective schedule as you are in 
getting it." 

Another tip to timebujers that those 
interviewed by Si'OJs'SOH like to pass 
along is "keeping tabs on network 
show ratings." Once the first rating 
period is over, the timebuyer begins to 
become awaro of the soundness of his 
original choice of adjacencies. It's the 
time of maneuvering and negotiating. 
It isn't enough to aim for 7:30-10:30 
p.m.. for example, where prime class 
"A time is concerned. After all, 
there's a considerable diflerence be- 
tween following a show pulling a 15.0 
and one that hits the top 10 right oil j 
the bat. Therefore, the good tiinebuyer i 
needs to begin second-guessing the 
relative strength of network program- 
ing in relation to his spot schedule 
right now. so that his requests for im- 
provement will <'oaie to the station or 
rep before those of his client's com- 
petitors. 

9. You liavo In launch a January 
spol campaign: Xow is the time to 
work on it. Don't forget that January 
network lineups are less subject to 
change than fall lineups. You can 
plan ahead with more confidence for 
a January campaign than one to start 
in fall. On individual stations, the 
programing blocks will change less in 
midwinter than they're likeh to change 
before fall, and by the first rating 
period, a timebuyer will have at least 
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KOTV WINS TULSA 
by AVALANCHE 



THE 
COUNT 



ARB BALLOT 



JUNE 1956 



MOST POPULAR QUARTER HOURS Irom Sign On lo Sign Oil 

I^K o T V mmmmmaammmt^^m 



74.9% 



J Candidate B C 



□ 17.2% 



□ Condldoic C I I 7.9% 

MOST POPULAR QUARTER HOURS in Prime Evening Time 

r Candidate b I 1 13.3% 
[] Candidolc C I 1 19.5% 



67.2% 



50 MOST POPULAR ONCE WEEKLY SHOWS 



KOTV! 



135 



Candidate B L 



Condidate C I I 4 



JUNE 1956 



PULSE BALLOT 

MOST POPULAR QUARTER HOURS Irom Sign On lo Sip Oil 



KOTV 



183.8% 



□ Candidate B I 1 1 12% 

□ Candidote C □ 5.0% 



MOST POPULAR QUARTER HOURS In Prime Evening Time 



n Condidate B I 1 1 1.2% 

□ Condidate C 02.4% 

50 MOST POPULAR ONCE WEEKLY SHOWS 



iXkotv 



186.4% 



142 



Candidote B L 



D7 



|_ Condidote C □ 1 



After mare than six years in affice and 
olmosf fwo yeors of competing ogainsf 
two maximum-pawer candidotes ^^JQ^^ 
wins unprecedented sweep ot General 
Election! John Q. Televiewer (represent- 
ed ot the June polls by Pulse and ARB) 
gives overwhelming proof that I^IQ^^ 
Chonnel 6, is eastern Oklahoma's FIRST 
and COMPLETELY DOMINANT TV 
station!!! 




Represented by Edward Petty & Co., Inc. 
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>(»iiH' iiidiciitioii a> to wlial < liaiigCb 
arc likol\. 

Here are several steps elieiit and 
ai;eii( \ can take ri-rlit now to smooth 
llie \\a\ toward a suecessful winter spot 
( ain|)aiiiii : 

• Finalize campaign plans now. 
Let llie ajieiicv work np esliniate> based 
on tlie propo^ed market list, and tiiere 
pro\ ide a snitahle budget as fast as 
po>sil)le so that reijnests for availabili- 
ties can go out. 

It helps the hiiver if he can alert 
'•(•ps and stalioii> well in advance of 



final plan>.. And if gi\en leewa\ to 
pick up particularly choice availabili- 
ties a few weeks ahead of scheduled 
start, ha i;- more likely to get an clTec- 
ti\e schedule. 

• Don't be too rigid about the start- 
ing date. By insisting that a camjiaign 
start the same day in each of manv 
markets, the client mav be forced to 
sacrifice \aluable rating points. On 
the other hand, if the ageiicv is gi\en 
a budget allowance somewhat in ad- 
vance, the timebuNcr ina\ be able to 
grab good openings as tliev occur in 



the few weeks preceding the a<tual full 
campaign. 

• If the plan is to use film commer- 
cials rather than live participations, get 
the films produced early. Xobodv 
wants to miss out on a hard-to-get time 
^lot because film production was plan- 
ned in the last minute. 

By late August, \ou the sponsor 
have had some exjiosure to the fall 
1 1 ends in film commercials. you'\e 
had a eliaiice to see what tack other 
sponsors, and your competitors in par- 
ticular, are doing on the air this sea- 
son. By starting in January, you're 
working in less of a \acuuin than the 
client planning on a September debut. 
Be sure to watch the trends in com- 
mercials techniques and approa< lies so 
that they can guide your effort. 

• Don't overlook the advantages of 
an early start in bu\ing radio. The 
spring season and approaches to fall 
radio buying lia\e re\ealed new ap- 
proaches that must be understood in 
order to capitalize on a spot radio 
effort to the fullest. Among trends to 
be aware of for the fall are the follow- 
ing : 

Advertisers are Inning a greater 
spread than in pre\ ions season. Un- 
less vou're appealing to a nialc-onl\ 
audience, don t insist on early-morn- 
ing only. By bn\iiig a greater varietv 
of times throughout the day, \on'll get 
more individual attention for our com- 
mercial than you would in some mar- 
kets by wedging it in tight throughout 
the oversold .'5:00-9. -00 a.m. period. 

Clients arc^ using radio for more pur- 
poses than in pre\ioiis seasons. If 
\ou'vc started a network tv show for 
fall. \ on might consider spot radio in 
winter for several reasons: low-cost 
<ii\erage of markets not reached hv 
tv; freipieiicv impact in your prime tv 
markets; bo(jster and reminder of )oiir 
costlier tv effort. 

Don't iK^glect )onr radio selling. 
The Illo^t effect i\"e use is made of this 
medium b\ advertisers who know how 
to translate their over-all sales tlieiiie 
into interesting. iiidi\ idiial radio mes- 
sages. Client or ageiic\ can shop right 
now for good radio sales approa<'lies. 
A good iiiusical score. ft)r example, can 
make the difference between a memor- 
able and a ruii-of-the-iiiill commercial. 
Voiir competitors arc leaning more and 
more liea\ il\ on good production 
values in their radio commercials. 
Don't wait for the last iiiiiiute to do 
the same for vour January campaign. 



OUR OPPOSITION 

..^ Tta YOU 

^ BUT. . . 




THE FIRST f 
atea ARB WILL i 



The June 1-7 ARB "Special Survey" of the TWENTY- 
SEVEN CENTRAL KANSAS (WICHITA) AREA showed 
KTVH not just DOMINANT, but OVERPOWERING! 

Of the TOP FIVE shows. ..KTVH had FIVE! 
Of the TOP TEN shows... KTVH had NINE! 
Of the TOP FIFTEEN shows. ..KTVH had THIRTEEN! 
Of the TOP TWENTY shows. ..KTVH had SEVENTEEN! 
Of the TOP TWENTY-FIVE shows. ..KTVH had TWENTY! 



Your H-R man has all the details.. .why not call him 
TODAY! And while you're talking to him, ask him 
about KTVH's new 1-2 PUNCH! That's what 
we call our new DUAL STUDIOS. ..complete 
studios in WICHITA as well as HUTCHINSON! 
Check with your H-R Man TODAY ! 



CBS BASIC 



KTVH 

jTANSAl 




Channel 



12 



MAIN OFFICES AND STUDIOS IN HUTCHINSON, COMPLETE DUAL 
STUDIOS IN WICHITA. HOWARD O. PETERSON, General Manager. 
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10. Sht>[}[}in}> fur syutUctiled show 
(itid lime: These two jobs are almost 
inseparahio and )et lliej're the hardest 
to reconcile and comhine. However, 
it's ^'ood to rciiieinhcr right now that 
the slrcnjilh of your |)roperty will dic- 
tate to a Kirgo degree the kind of time 
stations will make a\'ailable to you. 
The heller ihe show you're buying and 
the more rc|)ulahle the syndicalor. the 
greater \onr chance of iilacing it well. 

This is the best lime to start shop- 
ping for both show and lime a\'ailabili- 
ties. The important first ste|j is a list 
of the markets \ on intend to go into. 
Then the agency can alert the syndica- 
lor and station re|)s both about \onr 
intentions and the chances of your 
knowing about |)roperties and time 
slots well in advance of your chosen 
starling lime are that nmch inrreased. 

Major sxndicators can be \ery help- 
ful in kee|3ing yon abreast of cancella- 
tions and expiration dates as soon as 
ihey occur. Try to maintain a flexi- 
bility about ) our budget and starting 
lime so that }ou can take advantage 
of such openings when they occur. 

During the first few weeks of fall, 
you have an opi^ortunity to gauge the 
relative |)0|)ularity of the properties on 
the market. Don't restrict your re- 
f^carch to the markets you want to buy. 
While there's no guarantee of sales 
effect ixeness, your choice will be better 
based if you've got research on pro- 
gram t\|)es. and records in compara- 
ble markets to back up your decision. 

Begin to plan your promotion, pub- 
licilx and merchandising as soon as 
you've picked a show. And in work- 
ing out the contract with the syndica- 
lor, be sure you spell out the amount 
of sup|)ort he'll |jrovide. The advance 
publicity and promotion spade work 
you do can make the difference of 
several weeks' work in building an 
audience. 

With a s\ndicaled show even more 
than a network show the sujiport of 
the trade and of the client s own sales 
force is vital. Client, agencv and syn- 
dicator can cooperate from the start on 
mailings to the trade, well in advance 
of the debut. In certain major com- 
petitive markets it might be a worth- 
while inxestment to arrange an ad- 
vance screening of one or more epi- 
sodes for the trade and sales force. 
(For analysis of one advertiser's pre- 
canipaign show build-up, see Hoiv to 
start a film show in Jiigli, spo.nsor 30 
April 1956, ★ ★ ★ 



TV COMMERCIALS 

{Continued from [vige 39) 

s\nchroni/e the image with the record- 
ing. (The bee|) is inaudible to ihoxi 
wat(diing the presentation.) 

Film: In some cases the agency may 
feel that the particular commercial 
ihev ha\e worked out for the client 
depends so much on motion that the 
only satisfactory way to |jresent it is 
llirongh the actual ijroduclion of a 
fdm. This is admittedly expensi\ e but 
if it means sas ing lime and aggrava- 



tion it can cerlainK be well worth it. 

Rough \er>ions of li\e-action fdm 
( onnnereials lia\e been shot for as lit- 
tle as .S207 (see sponsor 29 \o\ em- 
ber 193 !■) but this means reall) work- 
ing on the lcane>l of shoestring hud- 
gels. The .^207 figure a|)|)lied to a |3ar- 
ticular connnercial using one actress 
for an afternoon; the ser\ i<-es of a 
fdm laboratory, and a cameraman and 
vented studio. The fdm |3r(xlu( ed was 
of the simplest kind without an) ()|jti- 
cals. .\n\one |3lanning to do a fdni 
should use the figure as onK' a gen- 
eral guide to a|3|3roximate the cost. 




^^Tiett>1tUmlli|) with that 



LOUISVILLE'S 



WAVE-TV 



CHANNEL 



3 



FIRST IN KENTUCKY 

Affiliated with NBC 
nm"^! spot s vlks 

*" bxclusi\c National Rrpre^cnuliNO 




KENTUCKY FLAIR! 

Never mind the girls — the importtiiit ^■ie\v is 
this "bottom" of Kentucky I.akc — the tiorld's 
largest maii-iiuulc lake, and Kcntutk\'s newest, 
most glamorous playground! 

In a State that's known for sho\vnianslii|i, Ken- 
tuckiaiis look to \VA\'E-TV for the hest in 
television showmanship. Here's the proof: 

PROGRAMMING: Two 1956 Surveys* show tli.it 
\VA\'E-T\' gets aiuliciicc prcleroice.' 

COVERAGE: WAVH-TV has 66^7 greater coverage 
than the second Louisville station be- 
cause of its low Channel 3, full power 
and greater tower height (yif above 
sea level) ! 2,437,000 people are served 
by WAVi;-T\' in "0 mid-Kentucky 
and Southern Indiana c(iuntiesl 

EXPERIENCE: WAVI'-TV was first on the air in 
Kentucky, in 19 tS. Its experienced 
crews have the know-how to help your 
programs a»d your commercials sell! 

Let NBC Spot Sales give you all the facts! 

*Mctroliolilaii ARB. March. l'J^(> 
*ARn Louisville. Feb., 
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( lox'tl cirt iiil: Xiiollicr \Na\ of pie- 
^(■nlint; a i oiiiiiiei< iiil -o thai il will 
I 1()>('1\ rr|)rc-eiil the finished joh i> 
to iitili/e il clo>c(l-i ii< uit t\ HCl up with 
the ill tors i fui iiiiiig in one room 
and the < lifiil \ic\\iii<i in aiiolhcr. 



Kiin'scopc: If the i lo>e(l-( ireuit is 
a\aihihle. the ajieiicx nui\ wish to go 
I. lie >tei) iiiitliei and make a kiiu" of 
the ( omiiieiw ial. ()h\ ions ad\antat;e'- 
in< lii(le the eas(> of heiiig ahle to show 
il a> main time* as iieed(vl ■\\ithout 
lia\ iiig tu pax the actors and teehiii- 
ciaiii- for rense. 

Natiira!l\ hefore the »toi \ hoard is 
t\('r --tarted. aaeiie\ and client decid(> 
prcll\ iiiiK li \\liat the final t\ commer- 
cial will ha\e to sa\ and j'nst ahont 
how il will he said. Sa\ s one agency 
\ .p.. ""The client owes il to himself to 
learn soiiielliiiig ahout film production. 
\ii\ clieiil who doesii 1 know the lecli- 
i'icalilie> nf film production at least 
to the j)oiiit of understanding terms re- 
ferring to the difT("reiit forms of ojjti- 
< als i> kidding liim.-(df. "On an e\eii 
hroader plan. " sa\ - Lennen il. Newell s 
\ .p. in ( liarge of eommercial jiroduc- 
tioii. Tom Pan. "the hasic jtrohlem 
ii^ fur the client to ullder^talld the mo- 



tion medium a.^ difTcrentialed from the 
sj)aee iiiediniii. \ man drinking a 
marliui as he sits on a wliitc horse 
looks fine in the J>ages of the A eu 
} orher hut if it w as transferred to a 
Iv screen it would look prctt\ ludi- 
crous. \lwa\s think of the coiiiiiier- 
( ial in terms of motion. ' 

\t another agcii< \ selling a story- 
hoard hinges on selling the idea that ^ 
the essence of the commercial. 

\\ hen it comes to deciding on the 
kind of stor\ hoard or j)reseiilation to 
he gi\ en. the ad\ ice from e\ ery <'orner 
\- that il is a mistake to lr\ to slaiid- 
i'.rdize presentations. Ea(h presenta- 
tion should fit the product and the 
commercial to he deinouslraled. 

Secondh , j)ick a j)resentation that 
lakes into consideration the size of 
the group that is going to see il. 

\ third reminder comes from a t\ 
production head.' Don l forget the f(d- 
low who is going to ha\e to do the 
pies(Miting. There are people ■whose 
j)ersoiialities are idealK Miited to han- 
dling j)i esentatioiis. The\- know how- 
to speak liefore a group, can express 
A'isual concepts \ erhally and ean com- 
muiiicale their own enthusiasm con- 
\ iii< iiigl\ to others. \\ ith these kinds 



of presenter^, half actor, half .singer, 
half musician and all salesman, the 
storyhoard almost take-; a hack -eat 
and hecoiiies merely an outline for 
him to follow. If the person who is 
going to do the presenting lack- tlie-e 
qualities the\ 'd heller he made up 
for h\ a fairh precise pre-eiilalioii.'' 

"In aii\ e\eiil it s adx isalile to make 
?ure thai the presenter know- llior- 
ougliK his <()inmercial and the re- 
search heliiiid it. ' Perhaps the first 
time round this would mean that the 
copywriter should handle the chore. 
\uolher choice for the joh might he 
the commercial siipervi>or who would 
know e\er\ nook and cramn of the 
coiiiiiierciars de\ elopmenl." 

One accouul e\eculi\e fell that. " The 
essential prohh^ni is again one of mak- 
ing sure the client knows what's going 
on. An\ method, excluding that of 
h\ par-sing the slor\ hoard stage and 
producing a finished eommercial. must 
in\ oh e a certain amount of explana- 
tion. The more me< lianical the presen- 
tation the le-s chance the fellow gi\ ing 
il has to display his own excitement 
and j)erhaps dwell on parti<'ular 
jjoinls. ' 

Through exj)erieiice sponsors who\(> 
heeii in telex ision for a luiinher of 
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years ha\e horonie accii^toiiiecl to llie 
business of storyboaicls. They are 
well aware of what to expect from 
their sales message when its read) for 
tv. Others who are caj)al)le of think- 
inj; in terms of jjiclnrcs are also able 
to grasp what the outcome of the 
storyboard will be. For those clients 
who are not used lo working with Iv 
and are uiiaeciistomed to ihiiiking j)ir- 
torially, there are certain danger spots 
that can be anticipated in ad\ ance of 
the presentation. 

"I didn't think it would look like 
thai' is the worst complaint be can 
imagine liearing from a ilient. says 
Sarra tv-filni producer ]{ex Cox. Tin 
quite an advocate of rough sketches. 
There's a danger in the client taking 
the storyboard too literalh Of jjrime 
importance to the producer is tlie 
audio and the staging of the connner- 
tial. Too much detail in a storyboard 
tends lo distract the client from the 
conuuercial's main purj)()se which is. 
after all. to put across in a relatively 
limited amount of time a C()U\incino; 
sales j)oint. '"It's an old rule," adds 
Cox. "'but don't put too much in too 
little time. Don't try to put all vou 
ha\e to say in one conunercial. At- 
tend to one thought at a lime.'" 

Cox compares the holding quality 
of a tv commercial to that of a maga- 
zine ad. In both cases the prob- 
lem is to catch the e\e and sloj) the 
reader or viewer from going on. 
\\ hile the pages of a luagazine are 
easier lo pass over than the movement 
of a Iv screen is to turn away from, it 
is still imj)ortanl thai the first images 
of the h ad. as well as all the others, 
be thought of as real attention getters. 
Because the sketcbiness of storyboard 
art ma\ =eem weak lo the client, pre- 
pare in ad\ance lo give a convincing 
description of bow it will look on film. 

Oj)ticals are the most difficult part 
of commercials lo rej)reseul on a story- 
board. If the client understands the 
\ocabular) of tv, it will help immea- 
surably in j)resenting the commercial. 
If he does not, then there are at 
least two possibilities. The first is 
to lr\ to dcscril)e in carefully chosen 
words each optical j)rocess used. 
The trouble with this is that you're 
apt to lea\e the listener more con- 
fused than when you started. In such 
cases Stew Alinton. Iv director of 
Foote Cone & Beldins;. sussrests "oiu<> 
into the film files and digging out a 
commercial that used the same or a 
similar oj)lical process. According lo 
Minton, -'If the coumiercial we're 




Put your money where the people are 

There's no market for acorns in WWJ's densely- 
populated coverage area. But the demand for gum, 
gasoline, and groceries is simply tremendous. 

So aim your camera at the squirrels, your radio 
commercials at the people. Use WWJ, famed for 
complete news coverage, sparkling personalities 
and programming that holds listeners, moves 
merchandise. 



Seventy per cent of Michigan's 
population commanding 75 per 
cent of the state's buying income 
is zvithin ]V]VJ's daytime pri- 
mary area. In the Detroit area 
alone, over 3Vi million people 
drive nearly IVi million cars and 
spend over $5 billion annually 
for retail goods. 




m M W m M W ■ AM and FM 

WWJ RADIO 

WORLD'S FIRST RADIO STATION 
Owned and operafed by The Defrolt News 

NBC Affiliate 

Nafional Representatives: Peters, Griffin, Woodward, Inc. 



SPONSOR • 3 SEI'TKMBKK 1956 



89 



plaiiiiiii^ lui- a film i)r(M e» «»r optic al 
tluit liii-ii't been used for the client 
I.efdre. we II lio to the expense of ha\- 
iiijr a -eiie- of stills made from the 
film and iiu()r]ioiatiii<i them in the 
-lor\ hoard. This iiia\ he something 
a> elii>i\e and \ et as f imdaiiiental a> 
i' >mile of a]ipro\al. To shou such a 
i('a( tion. wliifh can he th(> crux of a 
coiimierc iai. we nia\ photofira])h fonr 
or fi\ e >eeonds in a film. 

In attemptini; to shf)w a >j)(i-ial ef- 
fe< t clearK. it is not unlikeK that a on 
\\ill create another ])rol)leni as a re- 
•^iilt of "ood intentions. Imaiiine that 



part of a planned commercial will fea- 
ture a sandwich tiirnin<; into a beer 
bcjttle. On the tv recei\er the remark- 
able traiisfornuition A\ill ha])pen in the 
t\c inkling of an e\e ff)llowed h\ a con- 
siderabK longer message from the an- 
noinicer. On the stor\ board, however, 
six or eight frames will lia\e to be 
dexoted to the animation while the an- 
nouncer s part will need only one or 
two. tdiances aro the <dienl i?. going 
to think that his message is getting 
the hrush-ofi if he isn t told of the time 
allowed each jiortion. 

The most ticklish part of the com- 
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mercial ]iresentatif)n is getting tlu^ cli- 
ent to arce])t the idea that while the 
I oard is the graphic scrijit for the film 
tf) be produced it is not to l)e taken 
too literally. To convince the client 
that the film isn't inerelv the story- 
board in motion, the client must un- 
derstand the role of the fdm ]Moducer. 
Furthermore ho must understand that 
onc e he has ajiprovcnl the substance of 
his commercial the ]iroducer will. 
gi\en the pro])er amount of freedom, 
]>roduce the best commercial ])ossible. 

■'Don t ])rouiise the client a story- 
board that is not producable," is the 
ad\ ice of Phil Frank of George Blake 
l^nterprises. 

The bigger agencies ha\e film e.x- 
])erts who can iron out bugs in the 
stor\ board before the\ go to the pro- 
ducer. 1"he\ know before thev go to 
the client that if the\ want to turn a 
sandwich into a beer bottle it can be 
c'cjnc\ But the mysteries of what can 
and cannot be done on film can be 
solved for the agenc\- withctul a staff 
fdm exjjerts b\ asking a film ]noducer 
to go c)\ er the stor\ board for possible 
tuiags. Sa\s an agenc\ v. p.. "\W al- 
ways work with the jiroducc^rs before 
we see the client." 

Beside? checking o\er a stor\ board 
for ])roduction feasihilit v, the produc- 
er ma\ offer a fresh o]iinioii on the 
a])])roach taken in the commercial. 
Again Rex Cox ad\ ises that "occa- 
slonallv an animated spot should have 
hvcn clone- in li\e action and \ ice versa. 
If animation doesn t add to a coni- 
mercial's effect i\'(Miess. don't go to the 
extra ex])ense involved. . . . \W wel- 
come the chance to work on a ])relim- 
inar\ scri]jt before it s shown to the 
client. In an\ ease the sooner the 
])roduccr gets in on it the better." 

\gency o])inion varies on the prac- 
tical necessit) of ha\ing the client on 
the set when the coniinen'ial has 



reached the s|i()otin< 



stage. 



Some 



agencies feel that it Iicd])s tcj have the 
c lient on ta]) in case unforscHMi |)rob- 
IcMiis arise wliic h only he can answer. 
Actual production problems ought to 
bc> thought of and solved in adsance. 
I'rciduction time is expensive and 
cpiite a bit of inone\' can be .saxcnl b\ 
a wcdl thought out and <'om])lete shoot- 
ing script. 

l's\chcdogicall\ spc>aking, just about 
e\er\one agrc^es that to ha\e thc> cli- 
ent on the shooting set is a good wa\ 
of demonstrating just how his cash is 
being spent. Of course, an\ thing that 
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add!" to the clieiit'b uiidersta'tdiiig of 
how storyhoards hecoiiio tv fdins is 
iisoful in suiootiiiiig out future stor)- 
board meetings. "Thi^ main ])rohleni," 
sa)S an agency man. "is one of coin- 
uuinieations. We're sjxH'ialists in a 
fiehl uiifaniiiiar lo the elient. 'I'iie 
sooner the elieiit can grasp the in- 
tricacies of connnereial pro(hiction, the 
belter il will he all around. We'll all 
he able to acc()ni]dish much more and 
spend more time creating rather than 
ex])laiiiing. " 

When using con\ entional li\ e actors 
and real life .settings, it is not loo 
much of a prohlcui for the slor\ board 
drawings to set a mood. But cartoon 
characters such as those created by 
rPA and Slor\ hoard. Inc., are by 
their iinaginali\e nature subject to ail 
kinds of unexpected reactions from cli- 
ents. A'at Ei.seidierg of Eniil Mogul 
told si'oxsoR that, "Although no rules 
can be set up in advance to determine 
what kind of cartoon characters wiW 
meet uith acce])taiice and what kind 
won't it might be a good idea for the 
agency trying out a cartoon idea to be 
■:)re])ared with more than one character 
for the client to select from. Before 
the stor) board is even drawn it might 
make sense to 'audition' difTerent 
characters.'" 

Eisenberg tells how hand puppets 
were auditioned for a Manischewitz 
commercial. When the client accejited 
the general idea, pu])peteer Paul Ash- 
ley de\eloped original sketches and 
then new clay ]ni])pets which were au- 
ditioned and remoulded on the spot as 
the clients made suggestions for re- 
visions. It was actually six weeks be- 
fore the stov) board was even begun. 

Although the situations covered here 
consistently refer to what goes into the 
preparation of filmed stor) boards, the 
same points apply to stor) boards that 
are made for commercials to be tele- 
cast live. 

Inasmuch as it has been pointed out 
that inflexible rules are not the stuff 
successful presentations are made of. it 
is ])erhaps suitable that this survey 
should end with an outline of the s)s- 
lem one agenc)-. McCami Erickson, lias 
developed for choosing the right kind 
of presentation for each connnereial. 

As desc-rihed by cveati\ e group head 
Pete Bowles, his agency uses three 
kinds of storyboards. lire first is a 
series of pictures each about 5x6 
inches with some twenty frames to a 
board. 

The second size Bowles claims was 



pioneered at McCann. It is a hoard 
about twenty inches deej) by fourteen 
wide with a \ertical row of ])ictnres 
do\\n the center. \'ideo dire<-tions are 
on the right and audio are on the left. 
The virtues of these hoards, which are 
esjjecially made for McCaini. is that 
the\ can he easil\ photostated down to 
a con\enient !! x 10 size. These are 
then ])laced in loose-leaf notebooks 
and filed away where the) can he re- 
ferred to. 

While the second method can be 
used for grou]js of four or fne ])eo- 
]de it is still not big enough for large 



meetings. Eor thoe o( ra>ion> Mc- 
Caiui uses a jumbo size stor\ hoard 
about 30 X AC). I'nderiK^ath (^a( h 
frame is four inches of cajjtion sjtace 
for audio and \ ideo < o])y. I lii> la>t 
is somewhat unwieldh and can co>t 
u]) to SlO a frame hut it is often nn- 
d(ntaken for a new client. I snall\ the 
jnmho jnesentation is ])resented with 
a nnisical accom]janim(;nt nsiiig an or- 
chestra, actors and >ingers. Be<'ansc 
of the ex|)ense iinohed in the rciord- 
ing session it's done with the greatest 
of care and is used as thi! sound track 
in the finished t\ commercial. * * * 



WGN-TV 

Number 2 Station in Cliicago!! 



Yes, on WGN-TV you have network size audiences — and you buy them at 
the lowest published rates in Chicago television. The latest Nielsen for July 
shows WGN-TV a strong second! 



Share of Audience* 
July, 1956 
6:00 A.M. — Midnight 
Sunday thru Saturday 



Network Station B 

WGN TV 

Network Station C 

Network Station D 



29.4% 

25.4 

25.2 
20.8 



Top audiences at low cost — with no network preemption problems. 

Now is the time to select prime periods for fall. National advertisers already 
set with new programs on WGN-TV include Hamm's Beer, Kelloggs, Mars 
Candy, 7-Up and Miller's Beer. (Several others have renewed) 



*NSI Area — Adjusted 



WGN-TV 
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Chicago Office — 441 N. Michigan Ave, Chicago 11 
Eastern Advertising Solicitation Office — 220 E. 42nd St., New York, 17 
West Coast Only — Edward Retry & Company, Inc. 
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INVESTOR MAGAZINE 

< Continued jroin })aii(' 37 ' 

tlip |)(>al('r>' l)i<it'-t I'uhlisliing Co. 
sine 193.1. wuikinu on a variety of 
| ulili>liin<z |iiojc(ls. \inong lliein: a 
(lail\ ( orjioialc Idler wliicli ( ols SW>0 
a \car. ■"aiul we lia\e a wailing li^l* : 
lite \M-ekl\ I niestnicnt Dealers^ Di'l^esl 
and llic inonllilv Ini estor. 

In liis radio ad\ erlisiiig. Trigger 
takes llie la( k "If \ou wanl a (]ui(k 
l>ii(k. don l i>ii\ Inicslor. Rnl if you 
wanl \onr nione\ to work for \(>ii. 



witlioiil an\ liurry -s< iirry ^|)e( ulation, 
liien Piihscrihe." lie gi\es sound ad- 
\ice from finaneial ex])erls. eliminating 
all get-rieh-quick ideas. 

The financial advice is an eflcctiNC 
come-on for a trial !-ubs( ri])lion. Trig- 
ger's usual radio buying |)altern is 
fi\e 15-niinnte sliows weekly, scattered 
among all seven da)s and al \arious 
liours of the day. On \\ n\l\. he buys 
segments of ( lassical or "good" music 
shows throughout the daytime hours. 
I lie ad ])allei n is roughly the same 
for all 12 stations in the fall lineup. 



A (]uarler-hour show allow > three 
minutes of commercial time, with the 
o])ening and closing mentions delivered 
live b) a local station announ<er. The 
middle commercial, however. i> tran- 
scribed by Trigger iu advant e. It's in 
this ]3art of the jnogram that he gives 
b.is finan< ial commentaries, and sug- 
gests a three-iuonlli trial suhscri]jlion 
for onl\ SI. 

11c picked up a sense of ])acing a 
long time ago and he applies it to his 
radio announcements. Evei\ iour or 
five weeks be transcribes three new 
two-minute announcements, and then 
rotates them for \ariety. HeV known 
the \alue of pace and liming since 
]iosl-idllege day > when he toured the 
country a> a combo man. the likes of 
which the Chatauqna circuit never saw. 

During the day. he visited business- 
men and sold them golf balls, traveling 
as a resjiected sales agent for a well 
(stablished manufacturer. In the e\e- 
ning hours, he workc^l as a piano ]3lay- 
n who doubled as m.c. for a ])air of 
Siamese Twins. The twins — and Trig- 
ger — chugged thiough alnio>| every 
railway station in the country on their 
grand tour. 

He knows the impact of ])eo])le giv- 
ing something for nothing, too. Many 
of the radio |)itches for subscri])tions 
include offer of a free ])reniium. the 
lurrent one being a Standard & I'oor 
reference book. "Sweetening the ])ot 
imniediateU stejis u|) returns." says 
Trigger. The jiercentage of Investor 
renewals remains about the same, how- 
ever, "with or without a |)remiuni." 

He cites the returns pulled by W'QXR 
a-- re])rescnlativ e of the other stations 
carried. W'QXR was the first station 
in the advertising |)rogram. and its suc- 
cessful selling ])atlern has been used in 
other cities. Investor s])ends about 
$0,000 annually on the station. 

In the average week. \\ QXU |)ulls 
100 requests - 100 SI bills for a 
three-month trial suhscri|)lion to In- 
vestor. In a vear's lime, this means 
some 5.200 in(]uiries and $3,200. 

Trigger figures a conversion rate of 
20' I on the three-nu)nlb olTers. Trans- 
lated into vear-lou" totals, this <:ives 
Investor a total of 1.0 10 new annual 
suhscri|)tions. j\t $6 a yar for a snh- 
scription. the total new circulation rev- 
enue would be $0,210. 

He's also figurc^d conversions and 
total gains from a six-month trial olTer, 
which costs the radio listener $2. The 
( (inv ersion factor in this case is 10' r, 
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(loubh; that of the >hortei- trial oiTcr. 
''hut the number of dollar hills is such 
tliat the arithiuctic works out in favor 
of the three-iuouth trial, in the lonj; 
run, the short run cotues out ahead. 
That's win we stress the three-month 
ufTer." 

The ]00-])er-week a\eraj:e goes as 
high as 201 and as low as 5,'^ in these 
figures showing weekly inquiries from 
New \'ork area listeners. 

In the first week of Jainiary 1954, 
just after Investor used its first five-a- 
week radio seliedule. the WQXR an- 
nouncements ])ulled lu3 returns. In 
piid-Ma). the weekK a\eragc was 76. 
The following \ear, weekly a\erage for 
niid-.May was 50. for mid-March. 9,'^. 
for the first week in February. 201. 

This \ear, tabs for the first week of 
the month show the following: l'\>l>- 

• 4ln leriii«; of ^luM•r size nii<l pr<>«lli. 
radio is like no oilier niediiiin. no oiIut 
ill<ln^Irv. Since coninicrrial l<'lc>i>iou 
Ix'eanie a realilv. radio lia> ainiosi 
Iripled in jizc. La>l > ear, sel >ales lilt 
a .-evon-vcar jx-ak of iiiori- llian 14 mil- 
lion, and .»ale.s this year an- e>eii fireal- 
cr. ... 1 don"l feel llial I'm an aiillior- 
ily on loeal -lalion or iie«>|)aj)er or 
iransii ad^erli^ing;. Mm 1 ean icll >on 
llial on a nalional l>a.-is, ihe adverliser 
uill find f nlfillin<-nt . . . lo a greater 
degree in radio llian in any other nie- 
dinni. The ronihinalion of alTordahle 
frr<|iicni-> . audiiMirc aeenmulalion and 
fo>l edieiency i» virliially a definition 
of radio.*' 

JOHN KAKOL 
y.p. in Cliargr of AV'/ieorA- Sales 
CHS Radio 

ruary. 100: .March. 97: April, 134; 
Ma\ 119: June. 129. When the sum- 
uier schedule was reduced to three 
quarter-hours weekly from fne. the 
July inquir) rate dropped to 53. 

Three years ago, before the first ra- 
dio schedule was used in \ew York 
City, the total eireulatioii of Investor 
was 5,000. A )ear later, it reached 
10 000. And today it"s at the 20.000 
level. 

'"At least half of this. " sa\s Trigger, 
'"is directly traceable lo radio adver- 
tising." The other half, he figures, 
was gained from the compan\"s con- 
tinuing direct mail and circuhition pro- 
n-otion campaign and from its financial 
pa])er ad schedules. 

llapjiy about the 20'^f eoinersion 
from radio, which he considers high. 
Trigger terms the "final test of our 
ad\ertisiiig the coinersion rather than 
the number of dollars sent in." 

About 75' f of the dollars are sent in 
hv businessmen, the other 25'? bv 
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IGoing Our Way! 




Abner A. Wolf, President, Abner A. Wolf, Inc., the Notion's Lorges* 
Food Distributors, ond J. E. Compeou, President CKLW-TV Detroit, 
sign o 750 hour, 52 week confroct to promote over CKLW-TV, 
notionol bronds sold in oil AW Independent Morkets in this region. 
PROOF ogoin of the confidence men closest to this morket hove in 
the SELL APPEAL of this powerful 325,000 wott stotion. Why not 
find out whot CKLW-TV or CKLW Rodio con do for you? 

'Show lilfe feoluring full-length 
Hollywood movies every friday 
ofternoon ol I p.m. 

FOR RESULTS IN THE DETROIT AREA, IT'S 



CKLW-TV 

Channel 9 



CKLW 

800 KC 



GUARDIAN BLDG. • DETROIT 26, MICH. 

ADAM YOUNG, INC. Notionol K»pr»$»nlotiY» 



ONE 

n//// ge/ you... 



RIV 




There is nothing "chicken" about the way 
WTAR-TV dominates its market. Buy 
the one and only "V" Station for Jive 
of Virginia's busiest cities, all well within 
WTAR-TV's "Grade A" Signal. Com- 
bined, they make America's 27tli Market. 




INT FOOD SALES, for example, The Bureau 
of the Census sPreliminarj- Report! shows 
that WTAR-TV's total coverafie area had 
total Food Sales of over $161,628,000. And 
here are food sales by cities: 

NORFOLK $96,031,000 

HAMPTON $16,419,000 

PORTSMOUTH $23,344,000 

WARWICK $ 9,717,000 

NEWPORT NEWS $16,117,000 




CHANNEL 

3 



Represented by Edward Petry & Co., Inc. 
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\..)iii('ti. 1 ri<;,i;("r. for rea>()ii> \vhi<li 
he still ( iin"t f;itlioiii. scftiis to icafli 
just ;is iiiain men \ ia radio at 9:30 
a.m. on a W imIiicmUu as at 9:30 a.m. 

a ^atunhn. "1 tlon't know what 
th('\ re (hiitia lii>mi> then, on a \\t't>k(hiy. 
Ot nia\h<' tlu'N iT hstcninjx in cars. We 
~till (lon t know ulicre tliey hsten. hut 
we know for a fat t that the\ (h)!" 

\ll of Investor's projrramitig is 
M hcchiK'd (luring daUinie hours, usuah 
h li('t\Neeu 9 and 10 in the morning or 
arcuuid the noon hour. The da\s of 
tlic week are continually shuflled, how- 
(•\cr. to reach the turnover audience 
\\hi( li tune~ on dilTercnt da\ >. 



Current radio schedules are uuiin- 
tained .52 weeks a year, with a drop- 
olT during the summer months. 

This is the first summer Investor has 
stayed on the air. as the plan heretofore 
has heen to droj) olT after Decoration 
Day and resume after Labor Day. Re- 
porting on summer returns in Xew 
\ork. Trigger notes "a slight fall-ofT. 
hut nothing like what I expinted. In- 
quiries droi)ped off ahont 2r>' r . hut 
we cut our radio adv ertising AO' '( ." 
In the fall, the new stations will start 
with 13-\Neek contracts. These will he 
renewed if radio in these new cities 



AT /(l\fy TIME OF DAY 
CHANNEL 10 GETS THE 



moRnincs 
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AVERAGE WEEKLY SHARE DF AUDIENCE 

LATEST AVAILABLE TELEPULSE FOR ROCHESTER IMAR. 1956) 
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AVERAGE WEEKLY SHARE OF AUDIENCE 

LATEST AVAILABLE TELEPULSE FOR ROCHESTER (MAR 1956) 



EVERinCS 



-Vj.. 




52.0% 



AVERAGE WEEKLY SHARE DF AUDIENCE 

LATEST AVAILABLE TELEPULSE FOR ROCMtSTER (MAR 1956( 




MRI Tf (7S TODA V FOf^ 
CHOlCrST AVAILABILITIES 
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WHIC-TV AND WVIT-tV 
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ROCHESTER, N.Y. 



delivers the kind of re.-ults it has shown 
in the old ones. 

Its fall '56 hu\ ing plan covers 12 
cities. These three markets and sta- 
tions were sidieduled in 19.5.5: Xew 
York. \VQ\K; X^'ashiugton. WGMS. 
and Philadelphia. \\ TLX. Xew cities 
this year, for which stations have not 
heen set, are Chicago, Milwaukee. Los 
Angeles. San Francisco, Miami, ?t. 
Louis, ^Minneapolis, Cleveland and 
Charlotte. Buying i> handled hv the 
magazine's agency, Alhert Frank-Guen- 
ther Law, Xew York City. 

Radio has manv henefits, according 
to Trigger. 

A direct henefit. of course, 
the magazine's ga 
linage. As circulation increases with 
radio adv ertising, the v alue of Investor 
to the advertiser and prcjspectiv e space 
i»uver is increased. Advertising linage, 
al this point, accounts for roughly 
30'^c of an average issue. A more 
usual ratio sought hv magazine puh- 



ironi 
in advertising 



Ushers: 55 '^r editorial. 45' 



adv( 



tjping. 



EVERETT-McKINNir, INC. • NATIONAL REPRESENTATIVES • THE BOILING CO., INC. 



There are fringe henefits, too. 

"There's a great deal of intangihle 
value to our radio advertising,'' sav s 
Ray Trigger. 'T meet many husiness- 
men in my work, and a lot of financial 
|)eo|)le, and manv of them tell me 
they've heard our shows and mv com- 
mercial. 1 also make many ajipear- 
ances as a sj)eakcr and as a guest on 
radio and tv shows.'" 

lie's particularly interested in the 
investment cluh movement and he an- 
swers ahout 5.000 queries each v ear 
asking for information ahout these 
eluhs. A |)lan which he rcconnnends 
|)rovides foi a grouj) of interested in- 
dividuals — a women's cluh. for exani- 
|)lc — to organize an inv estment cluh ol 
their own. They meet for husiness 
sessions, talk stocks and honds. get 
professional counsel, inv(>st their 
money as a grouj). 

All of his advertising strategy is 
geared to the influx of "the little guy ' 
' into the \\\all Street financial |)icture. 

The puhlie is "intenselv interested " 
in knowing more ahout investments, 
he says. "W e just hope we'll he forced 
to go into manv more radio markets 
and into more stations in (>ach of those 
markets!" ( l"(u rundown on how 
other magazines use hroadcast media. 
>ee "Life uses ad-lid strategv on spot 
radio." siMjASoi? 9 March 1953. and 
"Kii)lingcr huvs tv after spot radio 
-uccess,"' .si'ONsoij 2!! Jan.. 1952.) 

■* * * 
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NET TV SHOW COSTS 

{Continued from page 31) 

giamino; hackfirouucls. None foresaw 
ail) tiling that might he labelled new, 
fres^h and exciting — unless it be their 
own shows. The exception, many 
tliought, could be CBS' Playhouse 90. 
Otherwise, they expected merel> added 
glitter to last season s popular formats. 

Happiness may be a guy called Joe, 
but for the creative gny a lot more 
money for much of the same thing 
doesn't spell the new. fresh and excit- 
ing — or creative progress. Frequently 
sponsor's opinion-tapping encountered 
this sort of philosophizing: The net- 
works ought to do something about 
carr\ iiig the experimental ball in tv 
programing before the pall of same- 
ness starts backing up on them as hap- 
pened with their radio in the latter 
'40's. Granted, time is tight and very 
costly and you cant' get away from the 
rating merry-go-round, but that 
doesn't, they add, foreclose the net- 
works' obligation to find the place and 
means for continuing experimentation. 

Ruefully these agency critics — not 
to be quoted, of course, ask: "Who's 
to do the experimenting, if not the net- 
works?" Certaiidy not the agencies. 
\^^ith rare exception the)'ve abdicated 
from the field of tv program creation 
and look to the networks and indepen- 
dent packagers as suppliers. 

Incidentally, there are signs of a 
renaissance of programing creation 
among a few agencies. Young & Rubi- 
cani is pitching a couple of house- 
developed packages to clients — no 
prospects as yet — and C. H. LaRoche 
evolved the format for the incoming 
The Most Beautiful Girl in the World 
to be sponsored by Revlon. 

The independent'' s dilemma: ^\^ly, 
it has been asked, aren't the indepen- 
dent packagers doing creative pro- 
graming? The v.p. in charge of tv- 
radio for one of the top five agencies 
thinks he's got the key to this conun- 
drum. He relates the main obstacle to 
the tax laws. To quote him: 

"This is the year of the big deal. 
Everybody's looking for a corporate 
set-up and a w ay to capital gains. For 
the star, the business manager and the 
talent agent, the first objective in ne- 
gotiating for a program series is a 
contract that will assure a capital gains 
structure. Everybody, including the 
producer and the writers, want a piece 
of the show. Well, with all this con- 
centration on capital gains, the most 



SELLING DRUG PRODUCTS? 

Your market is 

46 MILLION DOLLARS 

in Flint and the Saginaw Valley 




billion 
dollar 
markot 



Top stors sell top brands over 
WNEM-TV. Sponsors know the 
7 power of the Golden Valley's 
CtOC most significont stotion. 




Michigan's 2nd richest market 

Selling toothpaste ... or soop ... or perfume? Whotever 
your product, here's o big-spending morket . . . 

• Annual Retail Sales $1,365,757,000 

• Effective Buying Income $1,683,023,000 

• Average Income per City Family $6,413.75 

It's a morket second only to Detroit in Michigon. And the way 
to reoch it best is with WNEM-TV— the only stotion completely 
covering all 274,067 sets. ARB ond PULSE surveys soy so. 

Contact Headley-Reed or Michigan Spot Sales 



WNEM-TV 





STATION 

serving Flint, Saginavi^, Bay City, Midland 
WPON — Ponfioc, Michigon 

Radio Sfofions 

WABJ — Adrian, Michigon 
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iiiiporUiiil lliiiii: of i> ()\ eilooked 
llic sUii"> \elii< le. \\ lial liajipeii- 
wlicii llie\ iiiialh jit'l aioiuul to lliis 
■flioif' is that lln" slai i- iiii>filtecl and 
[ho ro^iills are a holdi. 

■■( r('nli\ f-w isf l\ pnxliK lioii is coii- 
Irolled. and tlii> a|)|)li('s j)ai licularK 
ill H(dl\ w ood. li\ hii-iine>^ineii and not 
showmen. \s a irsull of one of lliPso 
ra|iilal iiains fandaniios. llieir s a star 
with iinusnal potential \vlio"|| piohahl) 
lind the fioing roiijili for her first net- 
work -dies thi> fall. With 13 shows 
alrea(l\ in the can. the client now 
thinks he"s j:ol tionhle. He's not sure 
whethei- >he s on the rijiht tra< k. 



" I his l)u.-iiie>s i- in desperate need 
of some new |)eisonalities with the 
right vehicle-i and not tax exjieit^."' 

Other agencN |)eoj)le aie inclined to 
the \iew|)oint that the networks are 
contrihuting to this situation h\ de- 
manding a \ ear's <-ontra<'t. Talent 
agents, to quote the t\ -radio head of 
an agency doing $20 million in tele- 
\ isioii. are now asking for 39-week 
contracts. pla\ or pa\. Sav the^e 
agents: "Jf an agen< \ i^ ahle to get a 
52-week order when it gets control of 



tv fil 



ni 



here s no reason \\h\ 



our star isn t entitled to somelhina 
like it." \dds this agencvnian : 



An $899,481,000 
Buying Power Market! 





MORE AUDIENCE 

than any other TV station in the 
rich heart of Louisiana 

FROM 5:00 P. M. to SIGN OFF 

(Monday fhru Friday) 

WBRZ rated highest in 125 quarter hours out 
of 149. 

FROM 12 NOON to 3:30 P. M. 

(Monday fhru Friday) 

WBRZ rating Tops All Others Combined! 

- from a sfudy by American Research Bureau, 
Inc., encompassing 31 counties and parishes 
in Louisiana and Mississippi. 

WBRZ 2 



BATON ROUGE, LOUISIANA 

Power: 100,000 watts Tower: I001 ft. 

NBC-ABC 

Represented by Hollingbery 



"There's no certaint\ that the star or 
format will click, hut this attitude of 
take-it-or-lea\ e-it is bound to stymie 
the de\ elo|jnient of new things in the 
long run." 

Whrrrforo proiarain ro.st.s':' Hardlv 
an\ of the admen queried h\ sponsor 
were of the imjiression that the ceiling 
for talent and program pri<-es was in 
the near olTing. Some hlamed the 
mounting costs on the networks. Their 
theor\ : that network (oiitrol auto- 
matically hrought with it a new la\er 
of |)rofit which the network- strenu- 
ously dein . Others \ oiced the opinion 
that prices for programs will fiiul 
their natural le\ el, like an\ other arti- 
cle, when t\"s own law of tliminishiiig 
returns sets in: the cost-per-1.000 lis- 
teners. 

When will this natural le\el he 
reached? An ad\ertising executi\e for 
a leading drug and cosmetic manufac- 
turer has this answer: "Program cost> 
should he a<( e|)tal)le ^o long as the\ 
offer a reasonable cost-jier-l .000 \ iew- 
ers |ier commercial minute. W e con- 
sider $3 or less per 1,000 a good place 
to be. 'i'he time to complain about tal- 
ent jirices is when the ratio \ ou set 
gets ont of line or begins to go down- 
hall. Ry adding more stations, net- 
work advertisers have >o far tcndetl to 
amortize their program co>ts. When a 
show costs more inone\ and reaches 
less people, then is the time to either 
get a replacement or |)ut up a \owl 
about unreasonable |)rices." 

Thr hifi-inoncY (jiiizzos: The net- 
works are teeing cdT this fall with an 
ac('nmulation of 1 1 nighttime quiz 
shows whose top |)ri/es range an\ - 
where from SIOO.OOO to S2:iO.OO0. The 
e\traordinar\ rating and merchandis- 
ing su<-cess of Tlic $61 MH) Question is 
the prime reason for the oiiiush. Hut 
there s another liighK significant iii- 
centi\e. yVmong toda\V inqiortant 
spenders tliei e's a hai"d core of ad\ er- 
timers whose main channels of disti ihu- 
tion are the ( bains and the fi\e-and- 
dime stoics. I he\ re hard mei< han- 
diseis. Tlie\ feel that foi their iinest- 
ments on t\ to |)a\ off. the name of 
theii" |)rodnct. or |)roducts. nnist be e\- 
|)osed to \ iew for the fnll\ 30 mimjtcs 
of a |)rogram. Drama, music and all 
other t\|)es of piogj-aming. excepting 
the quiz format, limit> them to a cal- 
culated amount of commeivial time. 
Th(! |)rice. of the show itself is not oi 
jiarticular moment to them: Witness 
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the fa<t that they're paxing anywhere 
from $23,000 to $35,000 for these quiz 
shows. Of course, the major porlion 
of these chits represent prize money, 
but for this hreeil of fast-moving mer- 
chandiser those are still stiff program 
tariffs. 

General notations : J here"? apparent- 
ly no letup in the nunihcr ami per- 
centage of acl\enture ilrama and situ- 
ations comedies. Of the 23 shows mak- 
ing their network start under sponsor- 
ship this fall, 11 might be described 
as pulling the dramatic emphasis on 
adventure: four of them arc situation 
comedies. 

Tv fdms continue to lake o\cr more 
and more of the network schedule. 
The ratio for both night and da\lime 
programs runs 509^- film, 42*^^ live 
and a^c li\e and film condjined. On 
the night side the ratio for the fall, as 
the network schedules now stand, fig- 
ures: (il'c film, 29fr live and 4';'r 
live and film condjined. 

1 he agencies' No. 1 gripe against 
the networks, as disclosed via SPON- 
SORS program-cost incpiiry among tv- 
radio department execnli\es: the prac- 
tice in the top network echelons of 
making a lop secret of belter-rated pe- 
riods or program participations as 
they become available. * * * 



WHERE ADMEN EAT 

[Continued from page 33) 

hers of own shop. agenc\ execs gen- 
erally stress "sandwich at desk.'' This 
custom seems to stem from a deep- 
seated sense of guih. furthered in re- 
cent years b\ such deplorable art 
foi •ms as The Hucksters and Executive 
Suite. 

• When discussing lunch with execs 
from other shops, admen casually slip 
in subtle references to Cliandjord, Pa- 
vilion, Chapeau Rouge, which, accord- 
ing to prevailing mores, must inimedi- 
alel) be followed bv self-deprecatory 
snort. A technique that is taking hold 
among middle-income ad\ertising ex- 
ecutives is called "the anti-snob snob 
loutine." It goes like this: 

Adman One: "Where d'\ a wanna 
eat?" 

Adman Two: "Let's go to Choc Full 
0' Nuts again. . ." 

Adman One and Two: Haw, haw. 

Then then meet in the bar at Che- 
rio's. 

• Admen always greet the maitre (/' 



b) name. This is inlendeil to accom- 
plish several things: (1) It tips ofl the 
maitre d' to respond with. "How are 
you today, Mr. Ilawle\?" slnjwing 
that the adman is sufTicienlly affluent 
to be a habitue; (2) It encourages the 
maitre d' to follow it up with this ad- 
monition to the headwailcr, "Francois, 
show Mr. Hawlc)' to his usual table." 
(Some admen pursue this happ\' turn 
of events by placing themselves in the 
waiter's hands when ordering on 
know what I like. Pierre " but this 
s\slem is not rcconnnended to the no\ - 
ice or the man with digestive difficul- 
ties. The expert who can handle the 



line and the food- iloes, bowexer. 
conve\ to his luncbeon guest that bi^ 
mind is far loo bus\' with \ilal busi- 
ness considerations to be inlenupted 
b) choice of menu. I 

As one Ki^K account executi\c told 
si'O.NSOUs "W hen we go out b\ our- 
S(d\es, we pick the place ibal'f got the 
food wc like. But when it's with a 
tlient, let's face it, most of u> go where 
the) call us by name." 

Among the most talented maitre (F s 
name-know ingwise is \'icl(>r. who's at 
the door at Louis & Armand s. V ^liort, 
sl(X'k, gra\ing man with a British in- 
flection coloring his spe(H-li. \ irtor has 




We're proud as Roger W'illianis . . . 
crowing like j Rhode Island Red, because 
now we are two. And you, you're ' riglit 
on cue" wliether ic's in Akron, Ohio or 
Providence, Rhode Island, '\'ou're right with 
our music and our news, '\'ou're right with 
our solid policy of local programming, local 
service and warm Interest in eacli 
community — Tiretown, U. S. A., and rich, 
little Rhody's Capitol city. 



1 



Wcue 



"Wice 



11 so ^ 

ON YOUR RADIO 
AKRON, OHIO 
NATIONAL REP. - JOHN E. PEARSON CO. 

■ TIM ELLIOT, PRESIDENT ^^B^^MH^^ 



\ 



1290 ON YOUR RADIO 
PROVIDENCE, RHODE ISLAND 
NATIONAL REP, - 
JOHN E. PEARSON CO. 



*5i,b,ect to 

FCC opprovol 
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iiuiiiiiecl tlll^ ])(»! for 20 \eai-^. 

■■ At llic door." he. "\uu lunc 

l<> iiuilv(> (leci.-iion.-." \iul liis iiiide- 
taleiil is lo look lliroiiHh liis 
|)iii<t'-ii('/ and liis (•iisl()m(M> ?>laliire 
williin llic s^llII(' split i-ccond. 

"Jt - no (lifTcrcnt with adiiit'ii than 
it iix'd to 1>(- at the Colon}.'" \ ietoi 
<-\|)lain>. ■■'! here we made sure we 
never put recenth divoreed people 
IK \t to ea< h other. Here we ju>t keep 
( i!.-^ and MK^ apart." 

One proof that \i( tor'.-> s\ stem 
works i> the e\tensi\e list of admen 
who are Loui- \riuand hahitue's. 



I he list ineludes >ueh CBS topjier;- as 
Jaek \ an \ oikenhnrg, Hubhcll Robin- 
son. Harr\ Oinmerle. agene\ heads like 
Lennen Jewell s Adolphe Toigo. and 
Br\ an Houston, (diairman of that 
agene\ 's hoard. 

'"The inij)ortant thing to remember 
i;- to keej) men from the same ofTiee 
a])arl when tlie\ come in separatelv.' 
\ ietor sa)s. "'After all. if the\ wanted 
to be together, lhe\ M eome in t(jgether. 
wouldn t the\ ? \nd it would em- 
barrass them to ask you to ehange 
their table, so. . . ."' 

\\ hile \ ietor personifies much that 



is ideal in a maitre d ^He's perfect in 
French and Italian, of course), his ap- 
proach to knowing, sizing up and seat- 
ing is b\ no means the only wa\ to 
appeal to admen. A stud\ in contrast 
i?. presented by Samm (two ni's. 
please) of Michael's Pub and Frank at 
Div an I'arisien. 

Samm's manner, for example, shows 
considerabh more range than Victor's 
aristocratic equanimit\. His treatment 
runs the gamut from distant, aloof im- 
]3atience toward those not f]uite in the 
swim to a truly remarkable remem- 
brance of customers' recent jaunts to 
Furo])e. ])romotions. (dianges of posi- 
tion and recent shows. Many a radio- 
t\ exec has found that it's easier to 
get a show into the top 10. than to 
earn Samm's deference. 

But then Michael's Pub tends to 
have a more ofT-l)eat. show business 
a])peal than Louis & Armand's. The 
latter is the pla<-e for staid, talking 
lunches, with lots of business talk at 
the bar. Michael's attracts more wom- 
en, has an aura of glamor (Grace 
Kelly ate there), and rides the fen<-e 
between Business and Art. Kadio-t\ 
exec? from neighboring agencies, as 
well as cojjv chiefs draw lunchtime in- 
spiration there. But for one Guild 
Co]jeland. a Ted Hates v. p. and crea- 
tive director, v ou're likelv to find 10 
press agents crowding the small, wood- 
paneled dining room. 

Frank at the Divan Parisien, com- 
bines a \'iennese accent with Metter- 
nich diplomacv. "The stories I could 
tell.'" sa\s he with philoso]3hic wi.stful- 
ness. l)Ut reutonie discretion I Don't 
ever call him German, if you've got 
\our e\ e on a good table against the 
fall ) does ])rev ail. 

■"Once a customer's dead. I could 
write a book about him. But not a 
word will cr()s^ inv lips, while lies 
alive. ^ ()u never know. . . . ' 

i'l-sentiallv. it's discretion that makes 
the maitre d'.s. restaurant kevnoters, a 
success or failure among admen. 
■'^Ou've got to know vour customers 
bnsines> to know whether their checks 
will 1)(^ good.'" one dap])er maitre d 
told si'oxsoK. "One thing about ad- 
ni(Mi thev're spenders while they re 
in. luit the dav after thev lose a job. 
th(>v're broke.' 

There are. however, several wavs the 
maitre il' e\])ert in admen :^ wavs and 
wiles recognizes his customers <redit 
without resorting to a Dunn X Brad- 
street. "All vou have to do is watch 
who greets them when thev vvalk up to 

.SI'OXSOK • .'^ sKl'TKMHi:!! \9r)0 




Deft, Daft & Different! 



''Lloyd's Unlimited'' 

3;30 to 6 P.M. • Mondays thru Fridays 
The D. J. All Rochester is Talking About 



You never know what Bob E. Lloyd is going to say or do- 
but you do know that it will be original and amusing. 
Rochesterians like him because he makes 'em laugh. Sponsors 
like him because he makes 'em money. Contact us for details 
about rates and availabilities. 



BUY WHERE THEY'RE LISTENING 



ROCHESTER'S TOP-RATED STATION 



4 

v*a:^ 



WHEC 



NEW YORK 
5,000 WATIJ 



(he l)ar and how,"" snys one tnastor of 
the art. 

I Louis & Arntaiid's X'ic tor actunll) 
makes small hieroglyphic entries in 
his private "\Vh()"s Who'" next to each 
man's name indicating credit status, 
personal liahits and such other infor- 
mation that accrues to him in the pro- 
cess of his dail) chores.) 

One thing, according to a cross-sec- 
tion of midtown maitre (Vs, that sets 
admen apart from other husinessmen 
is jo\ality. 

"Thev re standing at the bar, see. 
Then a newcomer steps in and the\ 
slap his back and grin and talk to him 
for 10 minutes. Then when they leave 
him to go to their table, they call nie 
over and say, 'Who the hell was that 
guv we were just talking to?' So. 1 go 
o\er to another hunch that's been talk- 
ing to the new guy and I say. 'W^asn't 
that iMr. So-and-so?" And they sa) , 
'No. it's Such-and-such from This-or- 
that agency,' and ever) body's happy." 

Of course, the degree of joviality 
change? from place to place, as does 
the character of the maitre d\ And 
one indisputable fact about admen's 
choice of eateries is their fickleness. 
Except for such perennial fa\()rite 
spots as 21. and Danny's Hideawa), 
the onl) other j)laces that seem to hold 
on to their share of the ad\ertising 
trade \ear-in, year-out are the dining 
rooms of major hotels like the Andias- 
sador. Park Lane. IMaza. Waldorf. 

Take the sad case of the Stork Club, 
for instance. "That's corn. " one BHDO 
radio-t\ exec told si'ONSOU. The large 
doses of publicitv emanating from this 
erstwhile fa\'orite spot of admen has 
produced a super-snob reaction. While 
many advertising e\ecuti\es do still 
patronize the Cub Room at lunchtinie. 
the\ tend to folIo\\ up any reference to 
this with "\'isiting firemen, \ou 
know." 

There's no (juestion hut that the 
glamor of the Stork Club has given it 
a nationwide aura, but admen general- 
l\ seem to prefer either locales that are 
enj()\ing a sudden popularity, like 
Ldcn Hoc with its giant-sized drinks, 
or the established spots like 21. which 
is still not surrounded by as much 
hoopla as the Stork Club uncptestion- 
abl\ is. 

A JW'T timebu\er sums up the 
Stork Club this way : "That's where a 
rep takes vou when he thinks lies giv- 
ing you a thrill." 

Tiniebuyers. incidentally, rate among 
the more blase admen where restau- 



WEHT - TV 

CUMBS FROM 11.000 TO 

200,400 

WATTS! 



Jack's bean stalk was a stunted century 
plant compared to this story of growth. 
April Hth permanent affiliation contracts 
were signed with CBS. On August 15th 
WEHT-TV— Channel 50 in the Evansville 
Market area boosted its power from 11,000 
to 200,400 Watts. . . . Involving an ex- 
penditure of $200,000 in RCA transmission 
equipment, 

AN ESTIMATED 75,000 NEW HOMES 
WILL BE INCLUDED IN THE NEW 
COVERAGE AREA I 

WEHT-TV is your FOLLOW- 
THRU STATION IN THE 
EVANSVILLE MARKET. Only 
WEHT-TV offers (1) Guar- 
anteed On-the-Air promo- 
tion, (2) Newspaper adver- 
tising, (3) Newspaper Pub- 
licity, (4) Letters to 
retail trade, (5) Daily 
news letters to ho- 
tels and hospitals, 

(6) Lobby displays, 

(7) Monthly house 
organ, (8) Window 
Banners, Posters and 
(9) Billboards. 



Represented by 





AI-SO 
OPERATING 
WEOA CilS RADIO 



YOUNG TELEVISION 

/l/Oty EVEN MORE THAN EVER 

HOOPER RADIO AUDIENCE INDEX 



STOCKTON, CALIF. 



JANUARY-MARCH, 1956 



MONDAY THRU FRIDAY 
7:00 A.M. -12: 00 NOON 


RADIO 
SSTS 
IN USE 


c 


N 


KSTN 


A 


M 


OTHER 
AM & FM 


SA>TLE 
SIZE 


IW.S 


17.9 




47.2 


13.0 


9.3 




9,707 


MONDAY THRU FRIDAY 
12:00 N00N-6:00 P.M. 


RADIO 
SSTS 
IN USE 


c . 




KSTN 


A 


M 


OTHER 
Ah! & FM 


SAMPLE 
SIZE 


10.^ 


^0.7 


7.3 


35.0 


15.1 


9.5 


12 


12,026 




Spring 1956 Hooperatings 
show KSTN increases dominance 
of ^Stockton Radio Audience. 

*America's 92nd Market 



Represented by Hollmgbery 
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LISTENERS 
WHO LISTEN 




. . . LISTEN WHEREVER THEY GO 
. . . WHATEVER THEY DO ... TO 
SAN DIEGO'S ADULT STATION 

Attentive listening to our progromming, 
feoturing NEWS, DRAMA, MYSTERY, ond 
"TALK" shows, sell the listeners who listen 
. they ore the LISTENERS WHO BUY! 



II 



1360 

ON THE DIAL 



FIRST IN SAN DIEGO 



MUTUAL DON LEE RADIO 

Represented Notionolly by 
H R REPRESENTATIVES, INC. 



SOUTHWEST VIRGINIA'S PiOHeC^ RADIO STATION 



THE ONE THEY 
^ LISTEN TO 
MOST... 





...IS THE 



ONE TO BUY ■ 



In Roanoke and Western Virginia — that's WDBJ! 

Your Peters, Griffin, Woodward "Colonel" 
has the whole wonderful story! 





WDBJ 

CBS 



I - ^ AM 960 KC 

yHcccu/^ m 94.9 M< 



Owned and Operated by IIMIS WORLD CORPORATION 



PETERS, GRIFFIN, WOODWARD, INC., National Representatives 



rants are roiircrnecl. Tlie\ leiu] to he 
wined and lunclied on a more regular 
basis e\ en tlian ageney prodncers u itli 
eoinniereials ronlraels to farm out. 

In the case of limebu\ers. lio\\e\cr. 
as in t]ie case of the inedium-inconie 
ageneymen of other (iepartmenis 
there s a sharp di\ ision hetween the 
restaurants lhp\ go to when taken, and 
tliose patronized when the\ ])ick up the 
tah. There's a \ersion of reverse 
snobbery that persists among young 
timebu)er.s. preparing for a Dutch 
lunch with a personal friend. It goes 
like this: 

]-rieud: "Where do \ ou w anna 
eat?" 

"^'oung timebu\er: "'^^tork Club."' 
Friend and \ oung timebuver: Haw. 
haw . 

The\ then meet at the corner at 
Choc Full o' \nts. 

Of course, sometimes, but rarch in- 
deed, an ageuc\man being taken to 
lunch will rnn up against some fine 
gamesmanship. (This technique, inci- 
dentally, is definiteh not suggested to 
the rep ov independent producer.) It 
works like this: 

After suggesting hinch, and know- 
ing full well that he"ll have to pick up 
the tab. the man doing the inviting 
lifts his eyebrows up high and gets a 
compasisonate look on his face. "You 
don't want to go to the Harwyn. do 
\ou?"' says he in a tone that 'learh 
shows no one who's anyone could pos- 
sibly have such ordinary tasle. When 
the invited agency man admit> that he 
wouldn't dream of being caught in 
such surroundings, ihc man who's got 
lo pay takes him off to Second or 
Sixth Avenue, into some dim. dark lit- 
tle s])ot with .SI. 2.1 menus, assuring 
him sub rosa that this is "where the 
r(^al French eat.'" 

\()t that olT-beat places don t rank 
high among admen. There s Annette's 
on Second A\eniie. for example. \n- 
nette. a Frentdiw oman of iiidetermined 
age. generalh tcMids the bar herself, 
and displays an essentially Callic dis- 
like for women. 

"She iu.-nlts women and make> big 
drinks. What more could you want'.'' 
sa\s one top agene\- account snper- 
\'isor. "^'on know, ^he claims that she 
still has the original bottle of \ er- 
mouth with which she opened up 10 
\ ears ago. ' 

Annette manages lo set a special. 
lies Iraiirais Texas tone in her small 
establishment. For one ihing. she 
wears spike heels bcdiind the bar: for 
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NORTHEASTERN 

OKLAHOMA IS OKLAHOMA'S 

BIGGEST MARKET 



I 




Here's W/hy- 

1- TULSA 

Oklahoma's Second 
Largest Cit)' 

Plus 

2- MUSKOGEE 

Oklahoma's Third 
Largest City 

Equals 

OKLAHOMA'S BIG 
$ 1 ,0()(),0()(),()00 Market in the 
heart of the most populous 
area in the State. 



K<T\V/>X< 



. . . with studios in both Tulsa 
and Muskogee, and transmitter 
half way between these two 
cities, gives you the co\erage 
you need to reach the most peo- 
ple who have money to spend. 



Ask your 
Avery-Knodel, Inc., Representotive 
L. A. (BUD) BLUST 
V. P. ond Gen. A/tonoger 

TULSA BROADCASTING COMPANY 

Box 9697, Tulsa, Oklahoma 



136,000 WATTS 




another, ^lic gets her patrons to 
scjueeze lemons for lier. This dual 
characteristic \irtuali\ makes the 
place. 

"She used to be a hatcheck jiirl." 
one fond patron, now top brass at a 
large agency, recalls. '"Her customers 
put her in business, and ran it for her 
when she was sick." 

ISeing "in the know"' about the res- 
tauranteur is one very important part 
of adman lunches. For example, one 
account executive re<'alls making a big 
hit with his <lient in Detroit recentiv 
b\ telling an annising anecdote al)out 
Toots Shor. The only problem that 
developed out of the story was the fact 
that the client suggested going there 
the next time he came to town. Uather 
than risk getting the fish-eye of non- 
rceognition from the subject of his 
anecdote, the account executive pulled 
a smooth recover) : "Toots and 1 
arent talking right now.' said he 
blandly. ou know what a lousy tem- 
per he's got." They ate elsewhere. 

An imjiortant tijj-olf to the adman's 
status (lunehwise) is, of course, his 
manner of paying the cheek. Only the 
peasant for anti-snob snob) ])a)s cash. 
The most frequent form of pa) mcnt is 
\ ia the Diner's CInb. However, the 
chic ajiproach is maintaining a charge 
account In various midtown spots, and 
if the adman s really in. he ma)' not 
even be presented with a check. 

A form of showing "belonging'' at 
lunchtinie on a higher and more con- 
servative j)lane consists in breaking 
bread with one's business associate at 
the old school club. While not thickly 
populated with the radio-t\ executives, 
the Harvard. Yale and Dartmouth 
Clubs, among others, rank respectably 
^\ith the ver\ recent and very old-time 
graduates among agencymen. For the 
former, it's a means of showing sta- 
Lility and delaying payment at the 
same time. For the latter, it sa refuge 
from the subwa)-t\pe <-rowding in the 
more chic midtown restaurants. 

A vital statistic quoted hv Matt\ 
Sinnnons, Diners" Club promotion di- 
rector, fraught with terrif)ing mean- 
ing is the following: 

"Until this \ear, admen ranked first 
in entertainmeut spending according 
to OUT sur\e). This )eaT tliey'\e 
slipped to third place.'" 

But there"s little need for frantic 
soul-searching )et. Admen were heat- 
en out this year by such bon-vivants 
as radio-tv executives in No. One spot, 
and movie execs in Xo. Two. * * ★ 




UNIVERSAL APPEAL 
means more sales for 
Mountain \¥est 
advertisers. 
KSL-TV is ON TOP 
with 62% *'quarter- 
hour firsts!"* 
You dominate the 
RICH UTAH MARKET, 

with a TV Set 
Saturation of 88.6% 
when you use the 
AREA STATION . . . 




KSL-TV 

Salt Lake City 

Represenfed by CBS-TV Spof Sa/es 



•ABB . '56 
•Pu si> f'b 
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KMPC 

1 buy in 
3 Market 

because: 



KMPC leads all 
twenty Los Angeles 
independents and 
three networks in 
share of audience/ 
at one of the lowest 
(osts-per-thousand 
in the whole U.S. 



* The Pulse, Inc., Moy-June, 1956, 6:00 A.M. 
to Midnight, Monday through Sunday, shows 
KMPC with an overoge 1 2.6 share of audience. 



KMPC 

710 kc Los Angeles 

50,000 wotis doys — 10,000 wolls nights 

Gene Autry, President 
Robert O, Reynolds, Vice-Prcs, & Gen. Mgr. 

REPRESENTED NATIONALLY BY 
AM RADIO SALES COMPANY 



HFC SPENDS LOCALLY 

[Continued jroin page 41) 

ward the satiic goal, everyone iiel> 
more dotie and il b dotie heller. 

"W e're als^o able lo lake ad\atilage 
of ihe besl availahililie? because of 
our flexibilil). Because we lia\e iiieti 
oti ibe s|)ol. we can lake ad\atilage of 
a lime ])eriod wliicli o|)ens u|) fasl.' 

Matkels gel a four-way check. Iti 
addilion lo anahses b\ llie l)rancb 
matiagers and ihe dislricl field man- 
ager, each tnarkel is surveyed from 
ibc HFC agetioy. Needham. Louis & 
I'rorb) iti Cliicago, and also 1)\ W'aaek 
bimself. 

Waack is a long-litiie radio fan — 
atid liatn. A liam radio o|)eralor for 
33 \ears, be broadcasls frotii bis bome 
liigb alO|) a hill in Barritiglon some 
3.5 miles from Chicago. \^'ilh ibe call 
lellers \V9YSM and a kilowall Collins 
Iratismiller on five difTerenl atnaleur 
batids, be "kicks a heallh\ sigtial 
atoutid ibe world." 

His enlhusiasm exletids lo lelevision, 
loo, as a viewer as well as a buyer, 
lie's rigged a cotiijjiicaled atiletma on 
Itis bouse \vbich picks up sigtials from 
13 diflferenl Iv slalions — and Chicago 
lias onl\ fi\('! As ati example of hi-' 
receplioti, be moiiilors HFC's news 
sliows frotii W KZO. Kalamazoo. 

He's fatiiiliar willi individual local 
ttiarkel pallertis as ati oti-lhe-s|)ol ob- 
server, loo. He's tie\er worked full 
litne for ati\ olher comjiati) lhan 
liousebold Finance, atid in lite jta'^l 
21 )ear> willi HFC ho lias worked in 
niati) cilies. Before moving lo Chi- 
cago liead(jitarlers as ad\etlisitig tiian- 
ager in January 19.53. Alfred Waack 
worked as Fasletti dislricl adverlisitig 
tnatuiger, lieadi|iiarleritig iti IMiiladel- 
|)bia atid su|)er\ ising all tnedia acliv- 
il) from Batigor lo Miatni. 

Because horrowitig is local tallier 
iban tialiotial. tnedia huvitig is also 
local. IH'C lias \ etiltired from litne lo 
litne itilo iielw orkitig, bul on a lituiled 
liasis. In radio, il sjiotisored ICdgar 
(iuesl, llie lloosicr |)oel, on M>C iti 
1929. 

Tr\ itig iielwork l\. il sjionsored llie 
Harry \\ <hu1 \ arieh -tiiu>ic show oti 
CBS iti 1.5 markeU. Laler oti. in Oclo- 
bet. 191-9. People's Plalforni wilb 
(-barles Collitigw ood was jiiircbascd on 
(]B.S iti 12 tiuitkels. 

The slead\ broadeasl |)allet ti. . liow- 
e\er. has beeti lo <'otic(Milrale oti local 
tnarkel atitiotmcetnetils atid |)t()grattis. 
"Selworkiti" tiia\ be added sotnelittK? 



* TV 



T » 




^ItAI 11*0 IN V [W.NG Htt 



Edward Petry A Co., Inc. 



Is the Water Soft 
In Son Antonio?* 




ASK YOUR COLONEL 

*Siii)erfliious; sounding to some, 
but a vcrj- important question to 
tlie ii<lvertisor.s of soai)s, sliam- 
I)oos, detergents, water condition- 
ers and many otiier i)rodHCts. 

Tlie Colonel knows his water in 
24 well known markets. 

PGW TELEVISION SALES 
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WHTN-TY 

CHANNEL n 

IT'S A SELLER'S MARKET, 

but we can give you 

the BIGGEST BUY yetl 

TIME: Now, while we're still new . . . 
with rates set to offer low cost per Im- 
pression . . . choice availabilities are 
still open. 

PLACE: Huntington — Ashland — Charles- 
ton and Portsmouth Markets. The rich, 
prosperous, tri-state area of more than 
1,250,000 population conservatively meas- 
ured from mail responses. 
SCENE: WHTN-TV with the largest trans- 
mitting antenna in the world . . . 316,000 
watts of power for maximum effective 
coverage ... a built-in audience of more 
than 200,000 sets . . . popular basic ABC 
network programs, outstanding local live 
shows and top-notch films. 
ACTION: Get on our "bandwagon" and 
g-r-o-w with us! After only one month of 
maximum power, Channel 13 showed 
36.8% audience increase over the first 
audience report. 

CALL US: Huntington, West Virginia, 
JAckson 5-7661, or our representatives: 
Edward Petry & Co., Inc. 

\\\'///- 




BMI 

Aeetu'fliiis; 
to iiie 

Continuities for October 

A cliiilv aliiiiiiiiic . . . Ill"' 
a ri\c - iiiiiiiite proKram 
packfd with infoiinatioii 
about llio impoitaiit hap- 
pt-iiiii$;s tliroiiRlioiit the 
w oi'hi. 

'According to 
iiicliKh'!' s'<i- 
ValK-v F<)rs<-, 
York, Helen 
Chicago Fire 
aiul other ^iKiiilicant ami 
eiitcrtaiiiiiiS hishlights aiiu 
^itlelights of the vears past. 

lOlTs •'/4ff«»r//iii;r lo thf 
Rrcortr package contains 
a full month's snppiv of 
continuities . . - Highly 
eoninicrcial . . . Now in its 
12th successful vear. 



OctolM'r's 
the Kecortl" 
ries nhont 
Sgt. Ah in 
Ila^es, The 



BROADCAST MUSIC, INC. 

NEW YORK • CHICAGO • HOLLYWOOD 
TORONTO • MONTREAL 



! in the future ulien it would he de- 
sig,nod as a siipplemcnl to local l)u\- 
itig and as an instiliilional rallior than 
£1 selling vehicle. 

At this point, says. Waack. '"nel- 
woiking. although exciting and inter- 
esting, is not practical for 11 FC. We 
do not have national distrihulion like 
!-o man\ advertisers using netuork. 
^ OH can huy Ivorv soap and W'rigley s 
gum in every grocery store and drug 
store in the I'nited Stales, hut this 
doesn't hold true for an HFC loan. 
In spite of our many offices, there; are 
a great many excellent markets where 
v,e are not represented. 

"Perhaps, given time and an aggres- 
sive expansion program. v\e some dav 
ii'ay reach the point \\here we could 
elTectiveh and profitahU employ the 
entire coverage provided hy a netvsork 
lineup of stations. For some time to 
<'ome, however, we will confine our 
efforts to market-by-market purchases 
of radio and tv." 

The aggressive expansion program 
of which he speaks is already u matter 
of fact, hovsever. 

The 7!!-v (>ar-old consmner finance 
company started shooting far ahead 
of its competition shortly after World 
War 11, and has made its greatest 
gains since 1950. 

Look at these comparisons uhieh 
how Household Finance grovsth in the 
live-year period from 1951 through 

mi 

Branch offices — In 1951. there were 
573 branch offices; 1952. 577: 195.'1 
601; 19.54,643: 19.55.738. This year. 
46 nevNS offices have been opened and 
a total of between {55 and 90 will have 
been opened before the year ends. 

Customer iiot(;s receivable 1951. 
.S2{i3.5 million; 1952, $323.9 million: 
19.53, S361.4 million; 19.54. $3V,i].7 
million; 19.55. .$451.9 million. Last 
year. Household Finance loaned a total 
of $700 million, and the figure tlii< 
vear is expected to hit S80() million. 

Every single 11 fC borrower inad- 
vertently provides a clue to the com- 
pany's future advertising pattern, 
because every borrower is asked why 
he visited an HFC office. 

The figures, although far from final, 
piovlde a yardstick in media determi- 
nations, says Waack. And Richard G. 
Uothliii. account executiv e at Needliiim, 
Louis & Hrorby agency, savs "broad- 
cast media seem to produce the great- 
est response. ' 

Hadio and tv advertising operate 
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FIRST 

in Montana 

KGVO-TV 

Missoula, Montana is 
programing LIVE via 
micro-wave. 

This Assures Even 

MORE 

Loyal Viewers 
• 

Your Best Buy Will 
MAGNIFY YOUR SALES 

IN THIS STABLE 



CBS & ABC 



KGVO- 



TV 



, MISSOULA 

, MONTANA 



PopuUition 145,700 
Families 47.900 
E.B.I. $212,747,000 
MARKET 
• 

University City 
• 

I Rich Lumbering and 
Agricultural Area 



167 Mountainous Miles from Spokane 



o 
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o 
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Ui 
Q. 



UJ 
O 



lowest 
cost-per-thousand 



in 



Columbus, Ohio 



mm 



cost-per-lOOO 
is 49% lower 
than closest rival 





delivers 5.4 
average between 
8 am and 5 pm 

Pulse: n»-. Jan. "56 
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Columbus, Ohio 

Use the slide-rule 
and call Forjoe 
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S94.744 01 
SC6,20 



GARCIA 

IS A 

SPENDER! 

From a survey completed on 
)uly 31. 1956, of 177 in- 
dustnes in the Phoenix area 
we found — 

I'lTi ciiUt;!' I 1 S|.anljli siH-akini; 

T ■ijl MMllv pllVUlll I'l 

T v .. 4 V .jLiru- ..I 
AviTd^-i' iwskl.\ saUrv oi 

THIS \IF\NS Til \T IN TIIK M NNI K NCTl ItlNC. 
,\M> SKUVK K l.MX STKIKS (II" IMIOKNIX 
M.O.Ni: TllKKK .Mtl-; J .,nli-, r,v> • SPANISH 
sl'l;\KIN(i nolJ.AUS KAltMJ) AND Sl'IO.NT 
AUK TllliV Sl'lvNT W ITH VOI Il I'l.lENTS • 

TELL IT TO GARCIA! SELL IT TO GARCIA! 
Reach him in his own native language, over 
KIFN-Central Arizona's only full-time Spanish 
language station! 

ASK THESE YANQUIS HOW KIFN SELLS! 
NATIONAL TIME SALES HARLAN G, OAKES 
17 E 42nd St, 672 Lafayette Park Place 

New York City Los Angeles 

itm 

860 Kilocycles • 1000 Watts 
REACHING PHOENIX AND 
ALL OF CENTRAL ARIZONA 



DAILY 
DOUBLE 

IN NORTH CAROLINA 

Every day . . . 



more audience 



WiL } / ] Winston-Salem 




Every day . . . 

more audience 
in 

rich 18-county 
Piedmont area 
than any other 
station 



WINSTON-SALEM 



NORTH CAROLINA 



11 



for [ 



WINSTON-SAIEM 
GREENSBORO 
HIGH POINT 



5000 W • 600 KC • AM-FM 
AFFILIATE 

MEADLEY RECO. Rcpwcbcntativc* 



for HFC ill a iiiamier uirKli iniHlit be 
(los(Til)O(l as high gear but Idw ?ell. 

\ iiilon Hall. oxeruti\ e vire pn'sidont 
of MAB and a<Tount supervisor for 
ail agrncy task force of '^3 people on 
tlio HFC acfouiit. explains it this way: 

"'Inslalliiient bu\ iiig and consuincr 
<-rfdit are an integral part of the 
\iiieriean wonoiin today. 

"HFC recognizes this fact. hut. we 
aren't urging the faniiK which needs 
iii()iie\ to borrow. Ml of our advertis- 
ing stresses the idea that the indi- 
vidual shouldn't borrow iiioney iieed- 
lessh . and that a loan should not be 
made unless it can be repaid coiueiii- 
eiilK out of income. ' 

W In do people get nioiiCN from 
a consumer finance compaiu rather 
than a hank? 

Beeau-e nianv times tliey do not 
have the serurit} that local banks re- 
ipiire. \gaiii. HFC makes loans in 
privacv and on the custoiiier's abilit) 
to repay. Then, too, HFC is speedy - 
■'when people want money. the\ want 
ii fast." and HFC finds borrowers are 
"vitalh interested in good, prompt 
ser\ ice. " 

\11 of these concepts are inherent in 
a new jingle which HFC will test this 
fail j)r("parator\ to using it in all radio 
and tv advertising. The musical air 
higiuitiire. ''whi< h more aptly describes 
what it is than the word 'jingle.'" is 
to be used in thrive ways, savs Ac- 
< ()iiiit I'^xecntive Rotliliii. 

it'll be aired as a general imisic 
theme behind animated television an- 
iioniicenieiits: in a march song \ aria- 
tioii as an iiitro to sports shows on 
t\. and as a radio announcement with 
an arrangement of four singing \ oices 
; nd a l2-piece orchestra. The words: 
"\e\('r hor-row mon-e\ iieed-less-l\ 
just when \ on must. Bor-row then 
where loans/ are a spw-ial-t\ ; from 
folks yon tiust. Bor-row con-fi-dent- 
ly from II-F-C." 

K\eii though llousidioid Finance 
Corp.'s broadcast ad\ertising s<-hedules 
1 itet the needs of each iii(li\ idual 
market, several general bnuiig jiat- 
tcrns emerge aft(M' aiiabsis. 

H1"C sta\s on the air 52 weeks a 
\ear. Borrowing tends to be a bit 
seasonal, parti<ularl\ around Christ- 
mas time and during the iiicoiiK^ tax 
and vacation seasons. H\ and large. 
howcNcr. the borrowing index remains 
sicad) throughout the )ear. HFC is 
£'lso looking foi an accumulat ion of 
impact fa< t()r in stead) ad\eitising 



and it likes the fre(juenc\ discount- 
whifh accrue to a .52-week bu\er! 

Ill radio, the company also bu\s 
some news shows to reach a "'split 
audience" about equally di\ iiled be- 
tween men and women. Its radio 
schedules are concentrated from 7 to 
C:3() a.m. and from about -1:30 to 
7 p.m. HFC considers the woman of 
the house a vital factor in influencing 
tile decision that the fainiK needs to 
liorrow money and in determining the 
source from which it will be borrowed. 

The preference for participations in 
radio news, sports and disk jockey 
sl:oy\s extends to tv. HFC sponsors 
several ty shows in neyvs. sports and 
or dramatic formats, using both liye 
and tran.scribed features. These buys 
l>pify tlu" range. Ili'^hicay Patrol and 
Sla^e 7. syndicated shows, are telecast 
in se\eral cities. The companv has 
co-sponsorship of a full-length mo\ ie 
in San Francisco, half sponsorship of 
the Peter Potter show in Los Angeles, 
alternate-week sponsorship of / Led 
Three Lives in Detroit. 

"Seyvspapcr advertising tends to be 
bunched into the first three days of 
the y\ eek. 1 hesc "■seem to he most 
produetiye for us,'' says W'aack. But 
HFC maintain radio schedules on all 
week days. Monday through Friday. 

Both radio and tv copy have mam 
variations because of state legislation 
yvbicli dilTers on amounts yvhich may 
be borrowed and the amount of time 
whiidi may be taken to pay ofT the 
loans, l-'or example, the California 
layv jierniits a $1,500 ceiling on loans 
from eonsuiner finance companies, 
whereas the Illinois maximum is $500. 
Some slates allow 21 iiioiiths for pa\ - 
nieiit: others allow only 20. 

W hat of the future? '"nie next six 
lo eight months look very <rood. " 

i\s Household I'iiiance expands into 
new cities at the rate of some 90 new 
offices yearly, it yvill use radio and' 
or telin ision in each of those markets. 
l>ackiiig the broaikast schedule will 
be the eont inning emphasis on con- 
sumer education- the [irogram of help- 
ing the .loliii l)<ies to manage their own 
finances and stay within their budgets. 

\\ aack admits he has "jierhaps 
fa\ored broadcasting over other media 
because of n y long association w ith it. 

"\ot at the expense of business, 
however. Fraiikh , the broadcast media 
luue turned in a mighty fine record 
of perforniaiici^ for us. * * ★ 
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lACK'S SALADS 

{Continued from pa^c 12 I 

(luenlial .seginenl of llie woiiicn in the 
Tidewaler area. We fell llial if we 
could reach the various wouieirs clubs 
and organizations, then w ord-of-nioulli 
advertising would help put the prod- 
uct over. As part of \\'\'I-]C-T\"s pro- 
motion the product was actually ser\ed 
to proiuineiit women guests on the 
show 

The copy, developed b\ W'elstead 
and \V\ EC-TV account executive Wil- 
liams, emphasized the fact that Jack's 
Home Sl\le Salads had a homemade 
(piality. It was a commercial product 
hut it had the individual flavor usually 
associated with home cooking. That 
it was made fresh evcrj day was an 
important factor and was emphasized 
o\er the air. The original ID ex- 
claimed: ''If you haven't tried Jack's 
Home Style Salads, then you're miss- 
ing something . . . if it iMi't the best 
salad you ever bought, then return the 
carton with the name and address of 
the store where it was bought and your 
mone\ will be refunded." 

With the start of Welstead's partici- 
pations on the Jr7ii7e Slioic, .sales 
showed an immediate rise. The cam- 
paign started on 15 March of this 
A ear, and in tw o w eeks pushed March 
sales past Februarj s by belter than 
2.500 packages. April sales figures 
jumped again to 27,651 packages but, 
leports Brauer, . . we felt that the 
natural 'seepage" w as not pa) ing prop- 
er dividends. True, the same audience 
every day held the increased sales 
steadv and once the increase came, it 
never lost ground. Hut, it failed to 
grow larger. " 

To widen Welstead s audience Wil- 
liams worked out a schedule of 13 IDs 
a week, ever) day in the week, adja- 
cent to regidarl) scheduled \11C net- 
work shows. ''Kepelition was our 
aim." says Hrauer. All L"? IDs were 
identical and, at first, oid) the top 
from a package of Jack's Salad was 
used as a signature. 

Later on a "Little Jack Horner" 
» haracter was introduc ed to accom- 
pany a jingle parod) that ran like 
this: 



100% NEGRO PROGRAMS 



IN NASHVILLE, TENNESSEE 



"Little Jack Horner 

Shopped at the corner 
singing; a happy ballad. 

He put in a hand, 
and pulled out a brand 

Joch'x Home Style Salad.' 
The id's gave Welstead an opportu- 
nit\ to reach the network audience 
both during the day and at night. Be- 
sides the added frecpiency. annouuce- 
luents were placed adjacent to pro- 
grams on diilerent audience le\els. 
"\ow,"' says Hrauer. "'we reach every- 
one." 

Working from the logical premise 
that his salads are a product for every- 
day consumption, W'elstead advertises 
them with ecjual vigor Monday through 
Frida) . He does not aim solely for the 
usual week-end trade as most grocer) 
commodities do. Welstead's sales 
strateg) has been borne out by sales 
figures. 

As of June. Jack's Salads were sell- 
ing at the nionthl) rate of 42.923 car- 
tons representing a gross of .$15,319.- 
84. \VVEC-T\' has been the only ad 
medium used. 

In April. Welstead tried out his 
original sales method of letting the po- 
tential customer taste his salad. In 
that month he distributed 7.000 pack- 
ages in an area-wide demonstration. 

Without any advance publicity Wel- 
stead personally spent weekends in 
stores. With the assistance of one or 
two demonstrators, he offered free 
samples of his product to the public 
as he had offered them earlier to store 
managers. Because of the gi\eawa\s 
dollars and cents sales showed no ap- 
preciable rise that month, but the fol- 
lowing month they climbed by $2,857.- 
44. 

Welstead's 13 ID s a week now cost 




him $105.00. In spite of his steadiK 
rising sales. howe\er. he does not in- 
tend to increase his ad budget. The 
reason is simph that the demand i> al- 
read) nio\ ing ahead of his small fac- 
tor) s capacit) to pi-0(hi( e. As soon as 
he can align production with the lele- 
\ ision-inspired deinaml he w ill prob- 
abl) enlarge his present ad budget. 

Men handising is an impoi tant part 
of \\ \ EC-T\"s handling of its spon- 
sors. Says Thomas P. Chisman, presi- 
dent of Peninsula Broadcasting Corp. 
which operates the station. "WVEC- 
TV will do e\ cry thing it can to pro- 
mote an advertiser's product in oni' 
markflet." Proof that this is not idle 
talk calculated to sell time, is the com 
plete up-to-date card file kept on e\er\ 
retailer in the area. Pertinent infor- 
mation, carefully gathered, includ(!s 
the kind of merchandise each retailer 
handles and the specific brand names. 
As soon as a new ad\ertiser comes to 
W VEC- rV a post-card is sent out to 
e\er) retailer handling the lii.e with 
the news that they are now :t.c^i\ing 
backing from the station. 

W\ EC-T\ merchandisers also go to 
stores to arrange for best possible shelf 
or display space. * * * 
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"He admires KRIZ Phoenix because 
they never try to ape others!" 
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SHREVEPORT 




THE PLACE 
TO BE IS 



CHANNEl. 




• LEADING IN TOP SHOWS 
Morning. Afternoon, Night 
Feb. 1956 ARB Shreveport 
Area Rating Survey 

• LARGER AUDIENCE 

• BETTER COVERAGE 

• MAXIMUM POWER 

KTBS«7i> 

CHANNEL 




SHREVEPORT 
LOUISIANA 

E. NEWTON WRAY, President & Gen. Mgr. 

NBC and ABC 

Htprttcnl.ij by 



SPONSOR ASKS 

{Continued from page 69 ( 

iiiercial \\\\\ liecoinr uniiiterej.tinr: in a 
shorter time. Coin erseh , the move 
(irijriiuil the prex-ntation. the longer 
the commereial will remain fresh jnul, 
therefore. liighK reusable. 

l.asth. llie \erv finest talent should 
l.e em|)lo\e(l in filming the < ommercial. 
the hest |)os>il)le artist em|)lo\ed for 
animation. Per>onalities thai have lie- 
come t\|)e(l in standard < onimereial 
handling, or identified with other |jrod- 
lU'ts. should he avoided like the plague. 
New fa<es and new selling teehnifjues 
kee|) freshness in the (leli\er\ of the 
message to the |)ulilie. 

NaturalK. all this is going to cost 
wore. I?iit \ou cannot help hut end 
with more- and true econoiii) in a 
coinmercial is determined not hy its 
initial cost so inucli as how much ) ou 
get out of e\er) dollar \on |)ut in — in 
terms of elTeclive selling and re-use. 




Roger I'ry or 
( ./>. 17( dig. of ra(Uo-tv 
l-'oote. Cone & Helding, A .) . 

r «K//;.S 11/77/ lll'MOK 



(9 1 lia\e ne\ei seen too much em- 
|)hasis |)laced on the life of a commer- 
cial, hut ralher on its effecti\ eness 
since |)rodiiction of a commercial coii- 
slihilcs a coin|)aral)lv small |)ortion of 
(he o\erall cost. Rut if this factor is 
a |)rimc consideration, th(> following 
arc some of m\ ol)scr\ ations. 

The first and most elem(!ntar\ 
nielhod of c\t(Mi(ling the life of a coin- 
inert ial is to |)lan at the outset for lift- 
ing shorter aiinouncemeiils from 60- 
sectind iiics>agcs. '1 his has at least two 
oh\ ions ad\aiitagcs: (I) It is less e\- 
|',ensi\e than full) recreating ID s. et<'. 
I2l \t times, it has a desired rc|)eti- 
tion \aluc. 



degree of humor determines the rela- 
iive length of endurance of any coin- 
r.Tiercial. The more de|jeiulent an an- 
nouncement is on humor, the sliorter 
its potential life is. Of course, the ad- 



^•Coiiiniiiiiily ><'r\ir<' goes haiid-iii-haiid 
with t>rc>;irlc';i>lin}; };rc>wlli. The »tation 
llial >c'r>ps llic iiilcTc'sl of the com- 
iiuiiiit> almost aiiloiiiaticallv fiiirls itself 
ill ail i-iiliaiii'cil fiiiaiicial jiositioii.** 

DONAI.I) II. M.CANNON 
I'rcsidcnt 

W'ostiiifihouse Itroadcasling Co. 



vertiser who seeks to sell tlirougli hu- 
morous luaterial can do it if he has a 
relatively high budget for changino 
commercial situations. 

In this vein, the anniuiucemeiit re- 
voking ahout s|ie<-ifu' situations or in- 
cidents has a shorter life e\pectaiic\ 
that the ■"straiglit" announcement. .\n 
atl\ ertiser runs the risk of an '"Oh. iiot- 
that-pcene-agaiii'' audience reaction 
when sitiiation-l\ |3e coiumercials are 
overdone. 

The re|jetition \alue of either the 
liumorous or situation announcement 
ma\ \er\ well he offset hy factors of 
Eudience horedom or antagonism. 

In short, it seeius that tlie longest- 
lived commer<'ials are of the straight 
announcement variet\ . which does not 
(le|)end on gimmicks, hut rather 
straight-forward cop\ am! d(diver\. 

The final suggestion for those who 
A\ant their clients' coiumercials to en- 
dure is this: Don't let the s|)onsor sec 
it too often- because hell hecoii e 



I 



bored faster than ainone. 



* * * 




ecoiidb . it's III) contention that llie 



"There we sat, listening to KRIZ 
Phoenix and watching the moon 
and the darn fool was making . . . 
wishes!" 



Edward Petry & Co., Inc. 



SrON.SOIl • 3 SKI'TKMUKIl 19.')6 



, MAXIMUM ^ 
— POWER S 

Coverage that Sells in 
the Four States Area 

Over EQ Hours per Month 
Sponsored Network Progroms j 

KCMC-TV 

Channel 




EOUIPPEO FOR 
NErwORK COtOR 



TEXARKANA 
TEXAS - ARKANSAS 

Represented By 
Venord, Rintoul and McConnell, Inc. 



ADVERTISERS' INDEX 



\Vhat Are Miami's 
Major Grocery Chains? 




ASK YOUR COLONEL 



He has a 1956 listing of grocery 
and drug chains, and department 
stores in ever changing Miami . . . 
and in 23 other markets he sells. 

PGW TELEVISION SALES 




Broadcast Music, Inc 

Chrtiinel 10, Rochester 
Columbia Pacific Kadio .Network 

Eastman I\odak 

Mid-Continent Group 
X1!C lladio Network 
I'etors, Crillin &• Woodward, In<- 

21, 22, 

UCA lOciuiimient 
Steinnian Stations 
Tulsa rsroadoasting . 

CKLW, Detroit 

KHIO, Hollywood 
KP. IS, Hakersfleld 
KCMC-TV, Texarkana 
KGF,, San Diego , 
K(T\'()-T\', Missoula 
KIFX, I'hoenix 
K I MA-TV, Yakima . 

KING, Seattle . . 

KMKO, Fresno 
KLZ, Denver 
KLZ-T\'. Denver 
KMBC-TV, Kan.sas City 
K'ilPC, Los Angeles 
KMTV. Omaha 

KOT\', Tulsa S^>, 

KI'Q, Wenatehee 

KPIX, San Francisco 

I<PRC-T\', Hou.ston 

KKCA, Los Angeles 

KRIZ, Phoenix ... 

KSFO, San Francisco 

K'SL-TV, Salt Lake City . 

KSTN, Stockton 

KTBS-TV, Shreveport 

KTH\', Little Rock 

KTVH, Hutchinson 

K\'00, Tulsa -. - 

WAGA-TV, Atlanta 
WAVE, Louisville . 
WBAY-TV, Green Bay 
WBXS, Columbus, Ohio 
WBRE-TV, Wilkes Barre . 
WBIiZ-TV, Baton Rouge . 
WCBS-TV, New York 

WCKPi, iMiami 

WCt^E, Akron . . 

WDBJ, Roanoke . . 

WDIA, Memphis . .. . 
WIOHT-TV, Henderson . 
WFBC, Greenville, S. C. 

WFBG-TV, Altoona 

WFBL, Syracuse 

WGX-TV, Chicago . .. 
WHAS-TV. Louisville . 
WHBF, Rock Island ... . 
WHEC, Rochester . . 
WHEX, Syracuse . .. 
WIIIO-TV, Dayton .. .. 
WHO, Des Moines 
WHTX-TV, Huntington 
WTLS, Lansing . 
WIS-TV, Columbia, S. C. 
WJBK', Detroit . . 
WJIM, Lansing 
WMAR-TV, Baltimore . .. 
WMBR-TV, .Jacksonville 
WXAC-TV, Boston 
WXEM-TV, Saginaw 

WTiCA, X'ew York 

WliroX. Topeka 
WREX-TV, Rockford 
WS.IS. Winston Salem 
WSOK. X'ashville 
WTAR-TV, Norfolk . . 
WTIC, Hartford ...... . 

WTV.l, Miami 

WTVP, Decatur 
WVET, Rochester 
WVKO, Columbus, Ohio 

WW,1, Detroit 

WWT\', Cadillac, Michigan 
WXEX-T\', Petersburg, Va. 
WXLW. Indianapolis 
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Edward P«try & Co^ Inc. 




KASH-BOX 

'jackpot station 



Over 54,000.00 in KASH 
won by WVET listeners 
in two months ... the 
LARGEST give-away ever 
promoted by a local sta- 
tion! Ten thousand label- 
endorsed entries in three 
months! Your clients, too, 
can cash in on WVET in 
the rich Rochester-West- 
ern New York market. 



5000 WATTS 
1280 KC 




They BUY our 
Sponsor's produces. 
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IN ROCHESTER, N. Y. 



Represented Nalionally by 
THE BOILING COMPANY 



TV AND RADIO 



Ulyslory Theatre 
lias a weekly audience 
4>l' more than 
23M).000* viewers 

cui'vcnily beiiif/ .s7ioit*ii . , 
starring' Reed Iladley 



Monday 
111 rough 
Friday at 
11:20 P.M. 




Exciting dramas based on actual police 
reports that reveal the inner workings 
of shrewd schemes used by confidence 
men to defraud the public. 

Sponsors choose WMAR-TV, because 

Channel 2 consistently delivers the larg- 

ejt audience from 7 A.M. to midnight 

. . . ARB, July 1956, 45.0% share of 
sets in use. 



•ARB, July, 1956 




SUNPAPERS TELEVISION, BALTIMORE, MD. 

'HEviSIQrj AfriLUlE qf [HE 
OIUVBIA BROADrASIING SYSTEM 

Rcprcicnicd by THE KATZ AGENCY Inc 

NrwYort. Dctro.i, Kamai Ciiy, Son Francisco 
Ch.cogo, Atlonio. Dolloi, los Angeles ' 



i^lEWSIVIAIlliRS 




Matthew J. Culligan ]ia> l)e(>ii 
iiaiiiod \ ice pre>ideiil in rluirge of 
the N HC Radio nelwoi k. Tlie aii- 
iioiiiiccnieiU hy Robert W , SaniolT, 
?vHC president, rame los iliaii a 
\cai- cifler Culligciii had he(>ii eled- 
t'd v.p. and iialioiial >ale> direclor 
of ABC-TV. Prior lo dial, lie \\a> 
national sales niaiuiger for die 
l(de\ i>ion nelwork and acliieved an 
oulsUmding record for lii> ^aies 
work on Today. Home nud T onisht. 



Roger Bumstead, formerly me- 
dia direclor of David J. Malioney, 
Inc.. has been ai)i)ointe(l media di- 
rector of Mac-Mamis. John & 
A(hinis. Inc., New York. The ap- 
poinlnienl was made in line widi 
the organization of a conijdele nie- 
(ba deparlmeiil in the New York 
office. ser\ ing die east coast region 
accounts of the agency. Before 
joining Malioney. lie was liroad- 
cast snper\'isor for Maxon. Inc. 





H. Weller (Jake) Keever lia> 
been named direcloi" of sales for 
the NBC TeIe\i>ioii Films divi>ioii 
of (>alifoniia National. Robert 
Le\ ill. general manager of the 
NB(' siibsidiar} amioiinccNl receiil- 
Iv. Keever has been ^er\illg a^ 
national sales manager of NBC T\ 
Films since Jamiar\ 1955. In lii- 
new ])osi he will be directing the 
world-wide network and s\ii(li(;i- 
tion sales force ol this (li\i-ioii. 



Melvin Birnbaum, e x e e u t i \ e 

\ ice-])resi(leiit of Kiioniark Mami- 
lactnriiig (]o., jn'odneers ol "Fs- 
(piire Shoe I'olish"" announced that 
the eom|)aii\' will sponsor '"'rhc 
Magic Box'" on the NBC t\ net- 
work, '"'riie Magic Box'" is a J. 
\rtliiir Rank production ttdecast in 
compatible color and black and 
white. The fcMtnre will dramati/e 
the lib' ol Williani Frie-e-Creene. 
iii\entor of the mo\ie camera. 
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COLUMBIA PACIFIC RADIO NETWORK 

reaches more people 
than any other Pacific Coast nnediunn, 
including all other regional networks. 



REPRESENTED BY CBS RADIO SPOT SALES 



The NEW NBC Basic Affiliate 
for Miami and South Florida 



★ WCKR ★ 

takes pride in announcing 
the appointment of . . . 

The Henry I. Christal Co. 

as exclusive national representatives 




. . . and In becoming associated with 

its group of distinguished stations, 

setting the highest standards of service to the 

listeners and performance for advertisers. 



• NEW OWNERSHIPI • NEW FACILITIES! • NEW PROGRAMMING! 



WCKR 



mkmii/ 



NILES TRAMMELL 

PRES/OfNr 



N 



BC 



BASIC 
AFFILIATE 




owned and operoled by the 

BISCAYNE TELEVISION CORPORATION 



I III 



BOX M, LITTLE RIVER STATION • MIAMI, FLORIDA 
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{KPOKT TO SPOIVSOHS for .$ St'piombor 1».>6 

( Coil ( ill ii<>(l from p<i<;<' 2) 



Kletter climbs 
to $12 million 



Revlon bows 
to FTC 



$5 lunch is ad 
exec's average 



former Y&Rites 
}uttress LaRoche 



I Hackett's egress 
I recalls prowess 
as talent pioneer 



Longer credit 
terms may hypo 
color set sales 



Edward Kletter Associates' air billings have spiralled into the $12 
m illion class. It derives largely from agency's handling of the 
Pharmaceuticals, Inc. account. Pharmaceuticals' billings roughly 
split up this way: S6.4 million, network time; $5.2 million, network 
programs; $400 thousand, spot tv. Pharmaceuticals show list comp- 
rises the "Herb Schriner Show," "Amateur Hour," "Twenty One" and 
"11th Hour News" (CBS) . 

-SR- 

Latest major tv user to come through the Federal Trade Commission's 
ringer is Revlon. Cosmetic firm signed a consent decree agreeing to 
avoid discrimination in customer relations — such as granting special 
money allowances for in-store advertisinb g and favorable s helf space. 
Though not made a party, CBS Radio has asked the FTC permission to 
intervene in pending case against nine advertisers and the three tv 
networks. This action involves exchange of free station plugs for 
special in-store displays. CBS Eadio wants to justify its own point- 
of-sale merchandising plan called Supermarketing. 

-SR- 

In 1956, for first time, admen slipped behind radio-tv execs as "en- 
tertainment spenders," according to Matty Simmons, Diners' Club pro- 
motion director. Admen do, however, still rank among top 3 big- 
spending categories of professions. Aggregate spending is bolstered 
by volume, SPONSOR survey reveals, since typical adman business lunch 
check averages $5, including customary average 2 rounds of standard 
martini. For more detailed sociological breakdown of admen's lunch- 
ing habits, see story on page 32. 

-SR- 

Executive roster at the C. H. LaRoche agency is beginning to look 
like an annex of Young & Rubicam. LaRoche, a former Y & R president, 
has by slow stages surrounded himself with a total of 7 former Y & R 
m en . The list: Carroll O'Meara, Hank Booraem, Jay Bottomley, James 
Webb, John Goodwillie, Richard Eckler and Tom Lewis, latest initiate 
as v.p. in charge tv-radio. 

-SR- 

To veteran agency program executives the announcement of Montague H. 
Hackett's retirement from the advertising field came with no little 
twinge of nostalgia. As a salesman of talent for MCA in early days 
of radio, Hackett was responsible for entry of some of biggest Holly- 
wood and stage names to the medium. The feud his negotiations for 
the services of names engendered between agencies occasionally became 
classic sagas of the business. As agencyman he handled the Herbert 
Tareyton brands, which now go to Lawrence C. Gumbiner. 

-SR- 

Hoped for stimulation of c olor set sales may come from the big ab- 
sorbers of installment credit paper. According to Television Digest, 
RCA has been working quietly with major banking houses for months 
toward extending credit payments over 36 months as against customary 
24 months. Among those cited as favorable to this policy are 1st 
National City Bank, Bank of America, Manufacturers Trust (New York) 
and Commercial Credit Corp. (Baltimore). 
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Convention lesson 

We liclic\p the t(>lo\ isioii nml r.ulio 
lutw.irk- k'iiiiicd a diirlnjr tlio 

I'J.'iO politiral coiiventioiis. ll i> •^iiii- 
|)l\ \\]\>: No innoiint of joiiriKilistic 
jiid l(^( lHioloj:i("il (leftiio*- cnii trniis- 
foi iii ii lull into ;-omothliig else foi' \er\ 
loii<r. \ri(l lonjr strelelies of the Demo- 
cratic . and e>|)ecinll\ the Ifepubliean. 
com critioiis wei'c lulls. 

We jielieve the networks will react 
Id their disco\ei\ l)\ liinitiiiu their 
< i)\ei;'<:e of tlie conx eiit ioiis. I heic is 
no ica-on win all of the networks 
>-hoidd >irnultaneonsl\ co\er the go- 
in<;s-on hefore eni|)t\ seat-^. iiecan'^e 
both political parties aie completcK 
lcle\ i^iori-iiiinded. tlie\ can sureK he 
pci'^iiaded to work out their agenda^ 
so that the ino>l important acti\ itic- 
aiid the hour* of telexisioii co\erajie 
coirK idc for more interest. 



We make these siijjijestioiis for 1960 
out of deep ap|)reriation for con\ en- 
tion eo\erajie h\ the networks. Oh\ i- 
ousl\ iiothinjr is moie important to a 
democrac\ than that the people watch 
first hand the workings of a Presiden- 
tial con\ention. Hut ue do not wi^li 
t(t see interest in coxerajie exaporate 
hecanse it is o\erdone. 

This is a ca-e, we niiglit add. of 
zeal to do a puhlic ser\ ice. Ml of the 
networks inxested hea\il\ — and lost 
mone\ hca\il\- to pi o\i(le C()\ ei ajrc- 
iii-depdi. niohilit\. \ariation. Dnring 
the acli\c phases of hoth con\entions. 
the job the networks did was admir- 
able. \n(l the\ could certainK ha\ e 
done no more than they attempted 
during the inactixe moments. 

* * * 

Crisis prevention 

It is popular to sax that tbere s a 
a crisis e\er\ (la\ in television spon- 
sorship. >ome of the ciiscs are of a 
pleasant nature like the times when 
\ on find tele\ision selling more goods 
than \()u\e had lime to produce or 
ship. Others are of the kind yond 
rather not think about. But to us one 
of the best \\a\s to li\e with this (1\- 
nann'c animal is b\ assuming that you 
will ha\e certain predictable crises at 
each season of the \ear. 

Half the battle is knowing what a our 
problems are going to be so that \ou 
can ha\e a plan read\ to sohe them. 
\^ e find that main admen take just 
this approach. If \ ou're a plan-ahead 
man. we commend to your attention 
the tw()-|)art article in this is-ue and 



the prexiou? issue of si'oNsOR called 
■■]() winter headaches \ou can start to 
lick now" (see page 341. From the 
main predictable problems which ad- 
men will face in late fall and winter. 
sPO.NsOi? chose 10 and researched some 
of the solutions. 

« « « 

Experiment needed 

In appraising the general ^hape of 
sponsored network |)rograming for the 
1956-57 season (see page 29 1 not a 
few admen took the position that there 
was not enough experiment in show 
ideas and forms. A study of the pro- 
grams that compose the season s spon- 
sored lineup would appear to support 
their contention, plus their complaint 
of difTicultx in finding shows out of the 
staid and duplicated norm. 

The point made by these admen is 
that it i- the networks tliat are in tlie 
best position to finance and carr\ 
through experimental formats. Also to 
\ar\ the routine and the trite with an 
occasional gesture of the off-beat. 

It is recalled that, as far as t\ i- 
coiicerned. most, if not all. the experi- 
menting and iniio\ ating came from tlie 
iH^woiks. Cited as cases in point are 
the MiC specs, and CHS' Ed Murrow 
documentaries. 

Admen rai^e the que^tion as to 
whether the networks ha\e become 
(onteiit to confine their creati\e ef- 
forts to raising the qualit\ of produc- 
tion and not ideas. Correlating the 
rhetorical tliought was a warning: the 
networks better watch out for pre- 
mature complacency and stand-patisiii. 



Applause - 



Radio copy renaissance 

I here arc two kinds of dchjli.-ni 
about i.idio. ()nc is the t\pe of nega- 
ti\e lliiiikiiii; among broadcasters 
about r.nlio » future which ha- largeK 
\aiii~licd in the pa-t \car. I he other 
i- the Miiiii-pii(-d altitude on the pari 
of ,1 tiiiniber "f ciip\ writer- who feel 
that ord\ ( I'lnmercial- wrilleii for telc- 
\ i-iori ( ,iri 111' < ii Mlixe. 

I hi- hillci loi 111 of defeatism still 
'•\i-K. Hill wc are i oiifidciil it will be 
-w I pi .l-ldr. 

W I- - i\ liri- riot b(-( aii-e we are opti- 
II 1-1- whiili wc ,irei bill bc( an-c of 
iIk lA.rriiph - w.- h,i\(- ln-rri hearing of 
I n II tr d"ir-K iri ili\c ladio (urirriicr- 
I i.rl-. I ii«-\ rl.il.K lilt iini-t -prcad 



their indueiiee throughout the indii-try. 

Who can help but he excited, for e\- 
aiii|)le. b\ the W heat ('hex commercial 
(\ia Guild. IJascom \ Ronfigli. San 
I rancisco) ? First, it is good listening 
in the form of a melodic, pop tune 
t\pe of an angeiiKMit. Second, it is 
clc\er. The Kric promises adults tlie\ 
will gel no space helmets or atomic 
submarine- in their box of W heat 
(Tex ju-t good cereal. If consum- 
ers don't find the approach and the 
piesenlatioii refreshing, we will eat the 
Wheat Chcx we ju-t bought without 
opening the box. 

W ho can help applauding I'epsi (A)la 
for its test campaign in ."^aii Diego and 
in \luncie. Irid.. in which local resi- 
d( nts wci(> taped asking for Hejisi and 



then \Noii prizes if the\ identified their 
own \ oices o\ er tlie air? This i- a 
brilliant combination of ereati\e com 
niercial building and audience proiiio- 
lion . It's no wonder that Keinon 
h>kliardt. which created the appruaeli. 
tells us soda fountain sales of IVpsi in 
Muncie in one week this July were 
'M0[< higher than the whole month of 
July 195.5. 

W e could go on and on with exam- 
ples of national, regional and local ra- 
dio coinmereials which we find inspir- 
ing. What's more important i> that 
radio eop\ writers who lia\e been 
downhearted about ha\iiig to work in 
the aural medium turn to their radio- 
and find out that radio cop\ is goin;; 
through a \irtual renaissaiiee. 
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LOOK AT THE RECORD...! 


JUNE ARB 
QUARTER HOUR 
FIRSTS 


WHEN-TV 165 

Opposition 92 
Ties 7 
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affiliated with Better Homes and Gardens and Successful Farming magazines 
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July Pulse Shows 
Channel 9 Again Leads 
In Quarter-Hour ''FIRSTS'' 
. . . Has Best Over -All 
Ratings in the 
S-Siation Market! 
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Morning, noon or night — whenever you put your money on KMB'-T\ 

— you're backing the favorite! ^ 

KMRC-TV is definitely "out front" in Kansas City's television r<j^ 
race! According to current Pulse figures — calculated on av'ajff 
Moiiday-through-Saturday ratings during Channel 9's on-air pdc 

— KMBC-TV is a good length ahead in the total of first-place qui 
hours ... and is a l-to-8 favorite to either "win" or "place" am 
ihiring the broadcast day! 

And ratings aren't the entire KMBC-TV story, either. The form.het 
shows that Channel 9 provides Class "A" primary viewing servje 
31,493 more families than any other channel in the area, accordfg 
A. Earl Cullum, Jr., consulting engineer. Combine bigger coverajran 
higher ratings with the fact that KMBC-TV offers full minutoH, 
just chainbreaks) throughout the day and most of the evening a i 
it's easy to see why the Swing is to KMIJC-TV. 

For sure-thing tips that produce sure-fire advertising results, s 
man who knows the facts — your Peters, Griffin, Woodward C' r 1 
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See Peters, Griffin, Woodward, Inc. for availabilities. ^ 

the SWING is to KMBC-TV ' 

Kansas City's Most Popular and Most Powerful TV Station 
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Basic ABC-TV Affiliate 



DON DAVIS, First V-P ond Comr 
JOHN SCHILLING, V P ond Gen 
GEORGE HIGGINS, V P ond Soil 
MORI GREINER, Director of Telijiw 
DICK SMITH, Director of Rof i 
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